





EFFORTLESS 


Examine the jaws on this 
new, lighter, thinner, 
stronger Crestoloy Wrench 
—lean and sinewy as a 
wolf’s; trimmed for quick, 
effortless action. And thru- 
out this matchless Cresto- 
loy design you find the 
same symmetry of line and 
easy, natural balance. 
Places that balk ordinary 
tools fall easy prey to these 
slim, determined jaws. 
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CRESCENT TOOL CO., JAMESTOWN, N.Y. 


“The Hardware Dealers’ Magazine” 
PUBLISHED EVERY THURSDAY 
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A newsteel, Crestoloy, made 
this improved wrench pos- 
sible. Here it is fashioned 
into a modern tool that 
lends new usefulness to 
human hands. These re- 
markable wrenches have 
created thousands of new 
wrench customers. They 
will increase your tool de- 
partment sales. If you have 
not a stock on hand, order 
from your jobber today. 





CRESTOLOY «i: 








DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 











LAMSON lag 
bolts are of 
finest quality 


Many years ago Lamson gimlet 
point lag bolts became a stand- 
ard for comparison of lag bolt 
quality—in finish and in strength. 
Today a Lamson lag bolt sets a 
still higher standard, is still a 
superior product in every sense 
of the word. 

Gimlet points on Lamson lag 
bolts are tough, strong and sharp 
to the very tip. They take hold 
= , 1 quickly, make faster time on the 
ci , job. Like all Lamson bolts their 
heads are true, shanks straight 
and smooth with a fine finish. 

Lamson’s five great plants are 
the outgrowth of 66 years of 
highest manufacturing standards 
—66 years of constant effort to 
achieve the nearest to perfection 
possible in production geared to 
meet present day requirements. 
That Lamson bolt and nut 
products are so widely used is 
evidence that this unceasing 
effort is appreciated. 

Lamson’s facilities insure 


prompt service. 


Buy through your Distributor 


LAMSON & 


& SESSIONS CO. 


CLEVELAND, OHIO 








Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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i) 113 YEARS MANUFACTURING EXPERIENCE 








« KEEP THIS SEASON’S GIFT SALES IN 

5 YOUR HARDWARE STORE 

5 to do this you require Fs 

¢ GIFT MERCHANDISE /- 

Q that has attraction and price appeal ys 

7 ASK YOUR JOBBER # ; 

* about “PEXTO” 1931 f % 
y “DAD'S TOOL SET’ Ff LETSGOI : 
¢ lias #250 f : 
: NOW é & 
s $1.30 - us 
2 NET EACH rd : 
: , ROLLE “SKATES 5 
Brand New Perfected leaite ~. 
y Corrected Platforms ~ 
2 THREE prinp RANGE 


¢ "“PEXTO" =REBARO> | 


yf “PEXTO"=WHFFEARO> § 
 / “PEXTO" =BLUEARO> : 
¥/ ASK YOUR JOBBER : 
vue PECK, STOW & WILCOX CO., SOUTHINGTON, CONN. 
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Make quality your 1932 















slogan .. . handle only those items that 
make for your reputation because of their 
quality . . . Gold Strand Insect Screen 
Cloth, Clinton Hardware Cloth and 
Clinton Poultry Nettings are, and have 


: been known as Quality Fabrics for over 





half a century, and assure unusual 





“dealer-help features this coming season. 
American Wire Fabrics Corporation 
subsidiary of Wickwire Spencer Steel 

Company, New York City with branches 


in principal Cities. # & » & & f 
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Pittsburgh, Pennsylvania 





October 29, 1931. 


To the Trade, 


Gentlemen: 


of loyalty to 
and for the 


porated an expression of 


s followed 4 policy 


We have alway 
1s of distribution, 


the regular channe 
past two years have incor 


this policy in many of our trade messages - 


We are gratified with the response of the trade 


to this expression of policy, poth in the form of 
letters of commendation and of orders for PITTSBURGH 


products "For the regular trade only". 


line of fence and wire pro- 


y distinctive and exclusive 
uniform standard 


We offer 4 complete 
ducts which includes man 
items. Our products are built to 4 
of quality that insures satisfactory service. 


If you would like to have more information about 
the "pittsburgh" Fence line, just drop @ line to our 
nearest office. We shall be glad to serve you. 


Very truly yours, 


PITTSBURGH STEEL COMPANY 


Guifor® 


General Manager of Sales. 
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A COMPLETE FENCE LINE 
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Pittsburgh 

Farm Fence 
Both hinge-joint and stiff- 
stay types, with the better 
**Super-Zinced”’ rust pro- 
tection or rust resisting 
copper-bearing steel. 










Pittsburgh Flower Fence 
The flower bed border that 
keeps its shape and has a 
multitude of uses about the 
garden. Rigid, welded con- 
struction. Copper-bearing 
steel, Super-Zinced. 








Pittsburgh Fence 
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~ Pittsburgh Poultry Fence 


Both hinge-joint and stiff- 
stay types, Super- Zinced 
copper-bearing steel... 
includes the famed Pitts- 
burgh Chictite and Pitts- 
burgh Chicken & Rabbit 
Fences with 1-inch spacing 
of lower line wires. 










Other Wire Products 


*Pittsburgh”’ quality in Barbed 
Wire, Galvanized Wire, Bright 
and Annealed Wire, Wire Nails, 
Staples, Steel Posts, Bale Ties. 
A complete line backed by a 
square and constructive policy 
of loyalty to the regular channels 
of distribution and intelligent 
merchandising cooperation all 
the way .. . Write our nearest 
office for complete information. 
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Pittsburgh Lawn Fence 
Ornamental and Plain Top 
designs in the neat and dis- 
tinctive electric weld con- 
struction . . . Heavy wires 
throughout andat least 75% 
longer life than ordinary 
lawn fence. Copper-bear- 
ing steel, Super-Zinced. 
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Pittsburgh 
Patrician Fence 
The ‘‘home edition”’ of 
Pittsburgh Chain-Link 
Fence; 45 inches high, No. 
12 gauge, 144 inch mesh. 
Copper-bearing steel, gal- 
vanized after weaving. The 
aristocrat of lawn fences. 


CHICAGO 

SAN FRANCISCO 
wal Saale) 
DALLAS 
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Advertised - 


Recognized - 
the MORSE Line’ 


does push up your sales 


‘THE name MORSE has been in your customers’ minds for 
many years. MORSE advertising keeps the name in 
mind, strengthening and maintaining 


i 


















1 SETTERS. 















the reputation which makes MORSE The Morse Line 
sales a certainty. includes 
High Speed and Carbon | 
“Popular Science Monthly” and a score DRILLS \: 
: : “et REAMERS 
of business magazines keep driving, home CUTTERS . 






the MORSE story. You will find that the TAPS AND DIES 










SLEEVES 












add speed to your small tool turnover. 





: SCREW PLATES | 
selling, has already been done when you penn i. 
offer your customers the MORSE line. CHUCKS | 

COUNTERBORES 
; MANDRELS f 
MORSE tools have been steadily Zather- TAPER PINS | 
ing, momentum since 1864. Let them SOCKETS } 





TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..,U.S.A. 
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SELL THE FASTEST SELLING SAWS 


DISSTON-KEYSTONE 


IN THE FAMOUS KEYSTONE SAW SALES PACK 


known braid, sell them the Disston- KEYSTONE 


KEYSTONE 16-inch saw (10-point), 
which is ideal for hundreds of odd 
jobs. They will be better satisfied; 
your reputation as a merchant will 
be safe. 


: Never before could you give your cus- 
S 5 0 tomers so much value for their money 


4 Many of your customers want a dollar -Na 
’ $ 0 0 saw. Instead of selling them an un- HAT 


retail 


as they get in the Disston-KEYSTONE 
20-inch saw (9 point) for $1.50. 
Disston Steel and Disston Temper, 
with the Disston name on the blade, as 
in all Disston-Keystone Saws. 


retail 


want 26-inch 8 point saws at a low a 
price, they want quality and value for 
their money. The Disston-KEYSTONE 
ai] 26-inch saw: at $2 is the best saw value 
you can give your customers. It will 
answer every need of users. 


0 0 Even though many of your customers 


a 


OU see here the famous Disston-KEYSTONE 

Saw Sales Pack, containing a valuable window 

cut-out and a balanced stock of the fastest selling 
saws that the hardware trade has ever known: 


| Two 16-inch hand saws to retail at $1 each, two 20-inch 
i saws to retail at $1.50 each, and six 26-inch saws to 
retail at $2 each. 


' The ten saws in the Disston-Keystone Saw Sales 
Pack retail for $17 and cost you $11.25 from 
‘your jobber. The cut-out for your window or 
/counter, and a supply of folders, are in- 
\cluded free, to help you make sales 
‘quickly, You can also get Disston- 
Keystone Saws in straight half doz- 
> ens of one size only. 


Display these new saws and 
watch your saw sales grow! 
Henry Disston & Sons, 
Inc.. Philadelphia, 

U.S. A. 


See other 
Side for 
free display 


material 




















YOU'LL WANT THESE FINE NE 


WINDOW DISPLAY 


ON DISSTON and DISSTON-KEYSTONE HAND SAWS 


YOU will find that 
many mechanics 
| and other users of 
“The Saw Most Car- 
penters Use” will 
be influenced to 
buy when they see 
Disston Hand Saws 
setae displayed in your 
Counter Folders window at the new 
prices. 
The new DISSTON Window 
Display features these new 
prices, $2.75 to $5, and the 
counter folders accompanying 
the display also emphasize the 
savings now to be made on 
Disston Hand Saws. 


Every hardware merchant can 
use the Disston Hand Saw Dis- 
play to advantage, either sepa- 
rately, or in combination with 
the Disston-Keystone Display, 
or as part of a tool window or 
general display. 


Many merchants have told us 
that they are selling more saws 
because they are using this dis- 
play material. After making 
an effective window, the dis- 
play may be used on the coun- 
ters or show cases. The pos- 
ter on new prices may be 
pasted on the saw case. The 
display is sent free, post-paid. 


Mail the coupon and get it. 


WITHIN ten days 
after getting his first 
. Disston - Keystone 
\: We Hand Saws, one 
seem) hardware retailer 
| sold sixty of them! 
5 And this merchant 
was on a side street. 
Disston-Keystone The secret of his 
Counter Folders sales lay in the 
fact that he displayed 
Disston-Keystone Hand Saws 
and let the public know he had 
them—at $1, $1.50 and $2. 


Not every merchant can sell 
saws in such quantities, at re- 
tail, but every merchant can 
increase his sales of saws by 
displaying Disston- 


EW 


KEYSTONE Hand Saws. ~ 


Those who are selling most 
saws are displaying them. 


Get a Disston-Keystone Saw 
Sales Pack, as illustrated on 
the preceeding page. Use the 
cut-out that comes with it. 
Then use the easels, price 
cards and poster shown on this 
page, to strengthen your dis- 
play. If you buy Disston- 
Keystone Saws in straight 
packages of half-dozens of one 
size only, as some buy them, 
you will need the display 
shown on this page, to make a 
proper showing of them. 


Mail coupon and get displays! 


w Prices ont 


| 
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This is the DISSTON Window Dispiay. 


lt consists of a window poster, easels, and pri 


cards featuring the new prices on Disston Saws, with a supply of folders for the counter. 





ail this 


HENRY DISSTON & SONS, Inc., Philadelphia, U.S.A. 


Let us have at once, without charge, the window display material 
checked below: 

O Disston Hand Saw Display ‘°°***" ,casels, price, cards, and 
O Keystone Hand Saw Display ‘°***”,, cosets, Price cards, and 
IMPORTANT: To enable us to fit the displays to your personal needs, 
please check the Disston and Disston-Keystone Saws that you have in 
stock: ' 

D Disston D-7 D0 D-8 0 D-23 0 D-12 O D-15 O D-115 
0 16” Keystone CC) 20” Keystone O 26” Keystone 
See that we get, through our jobbers, the Disston-KEYSTONE 
Saw Sales Pack, containing six 26”, two 20” and two 16” 
Disston-Keystone Saws, three of which are mounted on free 
window cut-out. : o1 


Check 
for Pack 





This is the Disston-KEYSTONE Window Display. It may be used separately or 
the DISSTON Display. It consists of poster, easels for saws, price por ay, fold 
































Established 1854 





TORRINGTON, CONN. 
New York Office 





Now for the Holiday Trade 


Roller skates always make ideal holiday gifts for boys 
and girls. Many parents, relatives and friends of the 
kiddiés like to give Union Hardware Roller Skates, be- 
cause they bring health and pleasure to growing chil- 
dren of all ages. 


Strongly constructed, easy rolling, attractively finished, 
these popular skates are always good sellers during the 
holiday season. The Extension Feature makes ONE 
skate fit practically ALL sizes of shoes so that a large 
stock is unnecessary. 


Both Ball Bearing and Plain Bearing patterns at prices 
so reasonable selection is made easy for everybody. 


Look up your stock—if short on any patterns, order 
NOW—your Jobber will supply you promptly. 


= ‘2? 






Reg. U. S. Pat. Off. 


Incorporated 1864 


151 Chambers St. 











No. 5 S. C. 


e3 an, 












> All Jobbers handle 
Union Hardware Co. 
Roller Skates. 


Send for 
Catalog. 
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A PORCELAIN ENAMELED TUB WITH CORRUGATIONS 


HIS new tub is now available for the first time on the VOSS, the world’s lowest priced 
quality washer, AT NO ADVANCE IN PRICE! 


The perfecting of the new VEOS corrugated porcelain enameled 18 gauge tub, gives VOSS two 
exclusive features of major importance that every woman can understand and appreciate. 


1. ‘A FLOATING AGITATOR which DUPLICATES HAND WASHING ACTION. 
2. A CORRUGATED porcelain enameled tub which adds greatly to washing efficiency. 


Now more than ever, the VOSS is not only the outstanding leader of the low priced field, but it 
is also the best washer to be had today at ANY price! And now more than ever, the dealer 
franchise for the fast stepping VOSS is the most profitable in the industry. 


THE NEW Vos . ° h Secure the VOSS Dealer Franchise for your 
wit territory while there is yet time! Write today. 
corrugated porcelain enameled tub 
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New feature to be 
Nationally Advertised 


: 
First announcement of the important new : 
VEOS corrugated porcelain enameled tub, F 
will appear in early issues of Good House- 
keeping, Ladies’ Home Journal and Farmer’s F 
Wife. Millions of women will be told that 
this feature may be had in the VOSS at NO : 
advance in price. Another BIG reason why 4 
women buyers will prefer the VOSS! 


Increases washing efficiency 


Since “wash-board days” women have 
known that a CORRUGATED surface gives 
greater washing efficiency than a smooth 
surface. They have long liked the beauty and 
»» easy cleaning features of the 

porcelain enameled tub. The only 
9 5 fault they ever found was that 

ae 








it lacked the cleansing powers 
of a corrugated tub. Now this 
one fault has been overcome by 
the VEOS corrugated porcelain 
enameled tub, and they will be 
RETAIL quick to want the added washing 
efficiency it offers. 
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aCORRUGATED 


porcelain 
enameled tub 














The new VEOS 
porcelain enam- 
eled tub manu- 
factured by the 
Youngstown 

Pressed Steel 

Company— 

World’s Largest 
Makers of Por- 
celain Enameled 
Tubs 


The result of years of 


Research 


The new VEOS corrugated porcelain en- 
ameled tub was developed through the col- 
laboration of the VOSS and YOUNGSTOWN 
PRESSED STEEL CO. Engineering Depart- 
ments. 

SEVERELY TESTED 

As a result of many tests, we know that 
the VEOS corrugated porcelain enam- 
eled tub not only gives greater wash- 
ing efficiency, but the corrugations 
actually make the tub far stronger. 
Any engineer will tell you that a piece 
of metal is stronger after it is corru- 
gated than before. 


GUARANTEED 


The new tub will carry exactly the 
same guarantee against defective 
material or workmanship as before. 


One of the many 
huge presses used 
in making the 
new VEOS corru- 
gated tub. 





“Washing Machine Builders Since 1876" 





VOSS BROS.MFG.CO. 


DAVENPORT. 10WA 





YOUNGSTOWN PRESSED STEEL CO. 
Warren, Ohio 
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S teppagmatd national advertising has constantly carried 
the name ZINC-INSULATED to thousands of men 


F ; R Ss r and women on the farms of America. Add to that fact the 
proved value of this better line of fences—their demon- 

strated superiority under all types and conditions of service 

—and you have the reasons why American Steel & Wire 


Company Dealers are reaping a rich harvest of dollars. 
Decide now to feature Zinc-Insulated Fences—the brand 
that most farmers demand. Display them prominently—get 


behind themwith real sales effort—and watch profits grow. 





Zine [nsulated 


REG. IN U.S. PAT. OFF 


FENCES 











ERUTAN. STEEL 


208 SOUTH LA SALLE STREET CHICAGO SUBSIDIARY OF UNITED 
Coast Distributors: Columble Steel Company, Ruse Building, Sen Frencisco 


HARDWARE AGE 





JN addition to fence—American Steel & Wire Company 
Dealers enjoy the advantages of a complete line. Many 
items—well known and in constant demand are included. 


Thus one source of buying reduces your investment— 
and higher quality assures steady and consistent profit. 


If you are not at present handling Zinc-Insulated Fenc- 
ing, or our Steel Fence Posts, or other items—then write Pp ne Fr [" 7 
for complete information. A real profit opportunity 


awaits you. 





Zinc - Insulated 
Fences 


Steel Fence Posts 
American Steel Gates 


Protector Poultry 
Fence 


Union Lock Poultry 
Fence 


Banner Poultry Fences 
Poultry Netting 
Nails, Staples, 

Barbed Wire 


Wire of all kinds 


1831 oe 1931 
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The B -W. Hi. Line 


| Standardized Mechanical Rubber Goods 


The BOSTON LINE | 233s 
GARDEN HOSE 


covers the entire field 
















The most imitated noz- 







Never equalled in qual- 
ity. Each nozzle packed 


in a separate carton. So Pp BOS] m7 OND ry 
12 cartons in_ full : 
color lithographed dis- id NOZZLE +! 
play packages. The *| 


fastest selling nozzle 
on the market. 
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bos 
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Known’ = everywhere by 
mame and recognized as 
the standard friction tape j 
of the country. ~~. NST i 
ally advertised. In Bf or ericwe ree <a heg 
4 and 8 ounce L.A is J P 
full color cartons all 
packed in handsome full 
aur display containers. 
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The highest quality “< so 
ber made. Sells at 10c. 

dozen, returning = an - 
cellent profit. gross 
(24 cartons) in full coler dis- 
play container. Used by ex- 
perts — preferred by every 
home canner. 









Seven Standard Nationally Known Brands 
*A GRADE FOR EVERY PURSE” 


BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 
Works: Cambridge, Massachusetts. Postal Address: Box 5077, Boston, Mass., U. S. A. 
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ANNOUNCING 


The First Perfect Milk Filtering Strainer 


THE CREAM CITY “SKY-TEST” 


.++New and Exclusive 
Double-Duty Anti-washout. 
Device Prevents Thin Spots 
on the Filtering Disks and 


Assures Uniformly Clean 
Milk Day After Day... 


XHAUSTIVE tests have proved that every 

filtering disk in any kind of a strainer “washes 
out” under normal milking conditions unless a 
baffle plate is used ... “thin spots” caused by 
the swirling milk stream allow dirt and sediment 
to pass through. . . . Notice the photograph of 
what actually happens to the filtering disk. . . . 
Then notice how the new Cream City “Sky-Test” 
Milk Filtering Strainer prevents this washing out. 


The Cream City “Sky-Test” Milk Filtering 
Strainer is the first perfect filtering strainer ever 


developed. The baffle plate is per- 
manently fastened to the disk holder 
and absolutely prevents “washed out” 
filtering disks. . . . It cannot be for- 
gotten. .. . It cannot be mislaid. ... 
It cannot be left out by careless help. 

pee Here is an opportunity to cash in. 
Dick Holder that maker hi sraine There is only one “Sky-Test” Milk 


Failing Success. Filtering Strainer. . . . Get behind it. 


. .. Push it and it will prevent “thin spots” in your bank roll. 
Your jobber can supply you. Write at once for full details, 
prices and sizes. 


GEUDER, PAESCHKE & FREY CO. 
301 N. 15th Street Milwaukee, Wis. 


" Kity [fjare 
These Actual Photographs 


Prove the Difference MILK CANS—STRAINERS—DAIRY PAILS 
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Nice rounded shapes—thoughtful de- 
tails—lasting, luster and smoothness 
—utensils pleasant to cook with and 
to wash, and supremely sanitary! 
White or charming combinations of 
colors. This is pre-eminent enameled 
ware. 


Write us for this display card for 
effective ‘‘contrast’’ window. Since 
April, when we first suggested 
grouping battered utensils of every 
make with shining Vollrath. new 
ones, numerous hardware and house- 
furnishing dealers have reported 
excellent pick-up in sales. 


How do people become your Vollrath 
customers unless they see Vollrath 
utensils and prices to urge them on? 
Vollrath dishes for the stove, refrig- 
erator, and mixing table—these with 
their bluish icy luster stack up into a 
display tocatch theeye from across the 
street. Closer—there’s that rare com- 
bination of quality with true thrift 
prices that means satisfaction to the 


customer and extra sales to you. 


Vollrath Ware 


18 


are self-starters 


The hard-as-glass beauty of Voll- 
rath enameled-ware appeals to all 
women who examine it in detail. 
They see smooth, seamless, sparkling 
utensils—the most sanitary they can 
imagine—that arouse almost an in- 
spiration for cooking. These bright, 
fresh-looking utensils are made for 
roasting, beating, chopping, frying, 
boiling—and yes, for chilling in re- 
frigerators. The refrigerator dishes 


















that store the leftovers can come 
back to the stove to “‘heat them up.”’ 
The extra-thick, hard enamel fused 
onto their steel bases makes them 
also resistant to blows. 

White or popular color combina- 
tions. At prices that invite buying in 
sets to allow for large units of sale. 
Your jobber or us—order from either. 
The Vollrath Co., Sheboygan, 
Wisconsin. Established 1874. 


The Vollrath name in this 
form on the label assures you 
of genuine Volirath Ware 


AGE. 


HARDWARE 
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| Not Like a New Broom... 
| But Bringing Together Many Fine Methods 





Quietly and orderly, we are moving right ahead . . . combining 
into one standard A-B-W practice all the best methods of each 
constituent company. 


All of our factories are operating and, by the way, will continue 
to operate. There has been no change in the marketing program 


of any plant. 


It is really surprising how many individual points of excellence, 
hitherto guarded as secrets, are available for improved manufac- 
turing. All operations . . . Riveting, Welding, Finishing, Solid 
Socket Manufacture . . . are benefiting . . and will begin to 
show it in the finished product. 

















OLIVER AMES Farias 74 


~ AND SONS, 
9 ats EASTON, Mass.US.A.+ 


WYOMING 


RED 
EDGE 


SHOVELS 
, AND 


PICKS 















We Will Not Bore You With Details 


But Consider... 


AKE the handle situation, for example. Our available timber 
fame is plentiful ... healthy, second growth White Ash... and 
our handle plants are well located. What’s more ... the best of 
the wood goes into nothing but shovel handles. We have only 
one interest . .. and no other products to claim attention. 


Then, again, our handle position is strong because of handle types. 
We have R-MOR-D, Split “D” and Pressed Steel “D” to offer. 
And so it goes with every shovel feature. 


* * * * * * 


What popular brands would you like to distribute: Genuine 
O. Ames... Red Edge... Monongah... Kiski... Knoxall... 
Pacemaker ... Carter... Black Diamond ... Husky ... Pony 
... Bronco? It is quite a list to choose from. If you are not 
handling any of these brands, express your choice to your jobber 
or write us. 


If you haven’t an A-B-W shovel rack write us about that too. 
Start right now to handle only two grades and brands of shovels, 
spades and scoops... and make them, of course, selections from 
the Ames-Baldwin- Wyoming line. 


We are going to win your business .. . not lure it. 


ay 


AMES - BALDWIN - WYOMING 
SHOVEL CO. 


NORTH EASTON, MASS. 


Operating Plants in 
ALTON, ILLINOIS ANDERSON, INDIANA MONTPELIER, INDIANA NORTH EASTON, MASS. 
PARKERSBURG, W. VA. PITTSBURGH, PENNA. WYOMING, PENNA. 
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Every company who 


has tried this has 
more than 








Breaking Sales 
Records 





























How do these figures look to you? 
Are you doing as well as these 
dealers? 


EF Gna mch sono decker 
iresin 2 b 
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15,000 by cncin of 


small town stores 


eso 


large chain stores 







A“ WELL RATED, sizeable company, alert to the 
opportunities that arise despite present condi- 
tions, should find it worth their while to get the details 
of the PHARIS TIRE-SALES PROPOSITION. 


This is no ordinary merchandising plan. It is not a 
stunt nor a scheme founded on pipe-dreams. It has 
been tried and has made more money for the dealer 
than any sales drive since the halycon days when — 
we had such a thing as a seller’s market. 











All we ask is for you to ask for the story. If then you're 
not convinced, you are simply out the cost of a postage 
stamp and a stenographer’s time to write or wire 
collect: “Send details your proposition”. 


if PHARIS TIRES were not selling so fast how can one 
account for the numerous press stories about the 
3s Pharis factory running 3 shifts daily, 7 days a week 
fe ... the outstanding sensation of the industry. 





Remember all first-line tires, definitely guaranteed, 


PHARIS tircrs 


PHARIS TIRE & RUBBER COMPANY ° Newark, Ohio 
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They cut as if 

they 

, meant 
ji usiness 


















and 

their cutting power 

brings business 
to you 


df 


HE CUTTING POWER 
of Nicholson and Black 
Diamond Files is no myth — 
it is a fact as hard as the steel 


cHOLS, they are made of —a fact 
*e< t established in the minds of 
nies thousands of file users, many 


Providence Factory 


NICHOLSON FILE CO. of them in your territory. 


Nicholson and Black Diamond Files cut as if they meant busi- 
ness—and their cutting power means more business for you. 


— AT YOUR JOBBER’S 
Taaaever™ 

Philadelphia Factory NICHOLSON FILE CO. 
G. & H. BARNETT CO. Providence, R.1., U.S.A. 


A File for Every Purpose 
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DEMONSTRATES IN THE HOME 
WITHOUT A REFRIGERATOR - = > 


The Rollator, Norge refrigerating mechanism, is so compact that a 
salesman can carry one in his hand from home to home. It is so simple 
(with only three moving parts) that any housewife can understand its 
operation and the sturdiness that makes it almost everlasting. 


Norge and Norge alone can give the extra cooling power of Rollator 
Refrigeration. Norge and Norge alone can be home demonstrated 
with a mechanism that hardly fills your two hands. Norge and Norge 
alone offers the service freedom of Rollator Refrigeration. 


This year has seen Norge leap into the foreground of public popular- 
ity. Norge gains are amazing. Norge Dealers are prospering. The 
same advantages that have proved profitable for present Norge Dealers 
are open to responsible merchants in many localities. Your inquiry 
will bring a prompt response. 


NORGE CORPORATION, 656 East Woodbridge Street, Detroit, Mich. 


INCANADA, NORGE CORPORATION OF CANADA, Ltd. 
235 CARLAW AVENUE TORONTO, ONT., CANADA 


el ar 


ROLLATOR REFRIGERATION 
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Rollator Refrigeration 


The Norge Rollator is pow- 
erful, compact and simple. 
With only three moving 
parts, it is just a roller that 
slowly rolls in a permanent 

, bath of protective oil. There 
is actually no metal to metal 
contact. How can it be other 
than service free? 





THE ROLLATOR 











Norge Corporation is a division of 

Borg-Warner Corporation, one of the 

world’s Largest makers of automotive 
= 


h 


parts, including free g. 
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Order NOW from Your Jobber 





For nearly 30 years Continental Screen Products 
have been the standard everywhere—the leading 
sellers in practically every section of the country. 


Continental Screens and Screen Doors always give 
such complete satisfaction they pave the way for 
the sale of Combination Screen and Storm Doors, 
as well as the new “DEFLEKTAIR” Window Ven- 


tilators, also made by Continental. 


Order NOW from your Jobber and supply home 
owners with the dependable 





Screen Products 


Continental Combirfation Screen and Storm Doors 
are in demand right now. They provide a practical 
Storm Panel in the Fall and Winter—keep out rain, 
snow and cold—save fuel. In the Summer the 
Screen Panel keeps out flies and mosquitoes—con- 
serves health. Easily erected—no planing or fit- 
ting of panels necessary. A screw driver is the only 
tool needed. A Patented Locking Device makes the 
door rattle-proof and weather-tight. 


Continental “DEFLEKTAIR” Window Ventilators 
are also salable all through the Fall and Winter. 


They admit ample fresh air without drafts. Storm- 
proof—not a drop of moisture can enter through 
them. Tens of thousands have been sold. 


Continental Jobbers can ship promptly—tright from 
stock. 


Continental Screen 


Detroit 















Continental Screen Door 


Storm Panel 

IN WINTER 

Keeps out Cold 
Saves Fuel 


Screen Panel 
IN SUMMER 
Keeps out Flies 
Conserves Health 











“DEFLEKTAIR” 
Window Ventilator made by Continental. 
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Co. 
Michigan 
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The SALES POLICY of The J. B. Miller 
Keyless Lock Co. is— 
MILLER RED DOT LOCKS are 
SOLD ONLY THRU WHOLESALERS WITH 
ABSOLUTE DEALER PROTECTION. 


et Lb 































No Keys to 
° Carry 
¢ Lose 
° Replace 


¢ Duplicate 





Fully Guaranteed by.the 
Manufacturer 





Established 1889 





Millions in use all 
over the world 











KENT — OHIO 
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Pe ones 


OCTOBER 29, 


Give this 
sales-tested 
Moving Color 
Lamp Display 


a place i in your store 


Hens pick out their own purchases when 
you display Sylvania lamps this new and 
novel way! 


Both you and your customers will like the 
glowing, shifting colors ... the neat, well- 
stocked shelves ... the double testing 
sockets and convenient price card of this 
miniature “lamp department.” Nine times 
out of ten people who pass will think of a 
socket that needs filling or a bulb that 
might be replaced by one of a different 
shape, color or size. And, because the Mov- 
ing Color Lamp Display is so handy for 
clerks and customers alike, you’ll make a 
sale that might have been lost! 


The Sylvania Display is sturdy, good-look- 
ing, effective. It takes up very little floor 
space. It has an efficient, trouble-free heat 
motor. It gives rich, constantly changing 
colors. It is provided with two testing 
sockets so that you may compare different 
lamps, and so that the customer may test 
lamps for himself. 





meemtenen v8 Pat Orn 


LAMPS #& 


Licensed under General Electric Company’s 


Incandescent Lamp Patents 


1931 









SEEN but not HEARD— 


this salesman builds your 


LAMP PROFITS 





Use this display stand in conjunction with 
the many sales helps put at your disposal 
by Sylvania. Use Sylvania Cards in your 
windows. You will feel the results imme- 
diately—in increased profits! 


Ask your nearest Sylvania jobber about the 
striking success dealers have had with these 
displays. Let him tell you how to get one. 


Hygrade-Sylvania Corporation 
Sylvania Division, Emporium, Penna. 














HYGRADE-SYLVANIA CORPORATION, INC., 

Dept. H10-1, Sylvania Division, Emporium, Penna. 
Please send me full details on how I can get the 

new Moving Color Lamp Display. 


OI have never sold Sylvania lamps. 
OI am now stocking Sylvania lamps through 


CERN OE, DOMME Piao 6:66 oe 00055 case cne cielnbiets 
BN ooh ie die Fo oak «Bs 6.6.08 on 8 ole oh « mabe age oars 
PNET Spiced orn 05,0 5(650 cba wee sec hee ol waeme se ee 
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NORTHWESTERN BARB WIRE COMPANY 
STERLING Since 1879 ILLINOIS 
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OC ; IN A NEW PACKAGE 


A Sales Producing Display for the 
World’s Best GLASS CUTTER 


‘it’s All in the 
Wheel’? 


YOU'LL like this striking 
new display box for the 
famous 024 Glass Cutter. 
It is compact, attractive, 
attention compelling and, 
on your counter, an actual 
producer of glass cutter 
sales. 


There’s no exaggeration in the statement that 024 is the 
world’s best glass cutter. For 60 years it has been the choice 
of the experienced glass man. It has a way of ‘‘singing’’ or 
“taking hold” as you draw it across the glass and its handle 
is the ‘‘easiest-to-hold” ever put on a glass cutter. It cuts 
right and feels right—now it's packed right. 


Order a stock of 024s in the new display. And do it 
NOW! 


Your Jobber Has Them 


OCTOBER 29, 1931 


LANDON P. SMITH, Ine. 
IRVINGTON, N. J., U.S.A. 





OUT PROSPECTIN’ 


Not with a pack of burros and a gold pan, but 
in a million automobiles, WE, the nation’s 
campers, will be out prospecting again the 
far reaches of the country. 


There’s a little touch of the “sour dough” 
in most of us. We like‘to pitch our own 
tent—build our own fire—cook our own 
grub. We like to rough it a bit, when 
there’s no compulsion in it. 


But we like to go well equipped, too. Cots 
and camp furniture are pretty much a neces- 
sity tous. There’s a certain pride in a hunt- 
ing knife on our belt, and just the right fish- 
ing tackle. We’re interested in a tent that 
not only sheds rain, but sets up and takes 
down with the least effort. And we’re on 
the outlook for such equipment now. 


We know the hardware merchant for « 
dependable fellow. We like to trade 
with him, and we’re out prospecting his 
windows for the camping equipment we 
need. WILL WE FIND IT THERE? 
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DENNsy Neen 


LAWN MOWERS 





















The famous 
PENNSYLVANIA 
JUNIOR 

for 


LONG RUN 
ECONOMY 











NOW There’s a PENNSYLVANIA 
Mower in Every Price Class 








The New 
PENNSYLVANIA 


RED-CLOUD 


(BALL BEARING) 


13” SIZE PRICED 
TO RETAIL AT 


‘12° 


PHILADELPHIA 


Sold through Hardware Dealers <8 : 
and Seedmen only—not through 
Chain Stores. 
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- +» CORTLAND.N.Y.: - - 


The Home of Dependable Wire Products 


For 58 years Cortland, N. Y., has been the home and headquar- 
ters of Wickwire Brothers, makers of dependable wire products 
—known the world over for their unvarying high quality and 
long, satisfactory service. 

Here is located our entire office and factory where in one group 
of mills we control every operation from raw materials to fin- 
ished products. 

All our steel products are made from Copper Bearing Open 
Hearth Steel. We draw the wire in our own mills—all process- 
ing through the Steel Plant, Rod Mill and Wire Mill is done 
under our constant, personal supervision by the most skilled 
operators. 


The Original 


WICKWIRE BROTHERS 
CORTLAND, N. Y. 


Not Affiliated With Any 
Other Company. ° ° 





Our proeduets include: 


Net-Wick Poultry Fence, Hexagon and 
Hen-Chick Poultry Netting, Galvanized 
Hardware Cloth, Wire Nails, Brads and 
Staples; and the following brands of 
Screen Wire Cloth—Wickwire Bronze, 
Wickwire Copper, Wickwire Premier, 
Gray Wick and Cortland Black 
Enameled. 


Your Jobber Will Supply You 
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RAY- 





RAY-O-VAC 
GIVES YOU: 





1 A line of radio “B" batteries in 
the fast-selling sizes—under one well- 
known name—enabling you to meet 
any competition. 


2 Protection against competing re- 
tailers who may represent “second” 
lines and nondescript brands as being 
regular top-quality batteries. 


3 Complete customer-confidence in 
your merchandise. 


4 Quick and obvious comparison of 
battery values. 








SOpportunity to step up the 
“price” buyer's purchase to a 
better class, where the margin 
of profit—as well as the unit 
sale—is higher. 








6 Simplification of ordering and 
stocking, and concentration of your 
selling efforts. 
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Ends the Guesswork 
in Battery Values... 







— radio battery business has been 
taken out of the nondescript brand 
class and put on a new, sound standard of 
values that lifts up sales and makes your 
battery business really profitable. 


This has been made possible by the 
French Battery Company, who now offer 
the popular sizes of radio ‘‘B’’ batteries in 
three classes—Class A, Class B and Class 
C—each under the well known Ray-O-Vac 
name, and each with the class prominently 
identified on the label. 


CLASS A—the finest radio battery that 
can be built at any price. The longer life 
and better service are proved not only by 
tests conducted in accordance with U. S. 
Government standards, but by records of 
users as well. Gives most service hours per 
dollar of cost. 


CLASS B—while not as fine as the 
Ray-O-Vac Class A, the Class B battery 
is inherently superior, both in life and cur- 
rent delivery, to a majority of the brands 
of either first or second grade now on the 
market. 


CLASS C—a well-made battery, built 
to sell against any competition. Will sat- 
isfy the wide market of radio owners with 
whom price is the all-important feature. 


With these three classes of batteries, 
each a real value in its class, you can not 
only meet any and all competition, but 
you can generally sell a “‘Class A” battery 
to a “Class B”’ prospect, and a ‘‘Class B” 
battery to the customer who is shopping 
for price. You not only profit by the larger 
unit sale, but the bigger margins on the 
better-class items make a little extra selling 
effort very much worth while. 


Establishes Known Standards 
and Profits with 
Ray-O-Vac Classified Batteries 





In every sale, your customer knows he 
is getting full value for his battery dollar. 
The French Battery Company cannot 
afford to put the name Ray-O-Vac on any 
product that does not pay dividends on 
the investment. 


Ray-O-Vac eliminates the competition 
that is selling a second-grade battery as a 
first-grade product, or representing a non- 
descript brand to be ‘‘the same battery” 
as a nationally known product. 


Ray-O-Vac allows you to concentrate 
on a single, known brand, cut down your 
inventory and get real volume and profit 
on your radio battery business. Get full 
details of the Ray-O-Vac Classified Battery 
Plan from your jobber salesman—now. 


FRENCH BATTERY COMPANY 
Madison, Wisconsin 
General Sales Offices: 20 North Wacker Dr., Chicago 


FLASHLIGHTS 


AND BATTERIES 
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(Soler pages... tor 
SANGAMO ELECTRIC CLOCKS 
in the Saturday Evening Post 


Se. ... now... the great Fall 


: és ” 
advertising of the new Sangamo Now Comes S & O 7 3 I E 


Electric Clocks begins! Soon millions 


of readers will be learning the com- another new Sangamo Electric Clock 


plete story of all the beautiful new 
models through striking four-color 
pages in the Saturday Evening Post 

..and through other advertisements 
in Collier’s, Time, and the NewYorker. 


Here is a black and white reproduc- 
tion of the first page. Note that it 
features “Scottie”... a model which In peach, green or ivory 
we sincerely believe is the finest elec- ... with a roving Scottie 


tric clock for $9.75 ever offered! to keep watch over your 
—" fleeting seconds 
It is just one of many fine models . 


which will make your profits /ook up 
this Fall. For full particulars about REAL NEWS! Goo oe ng, well: 


. ¢ re er a luxury! 
Sangamo Electric Clocks, address the pice gir 7 OE 
Leadin, ng ¢ the parade is the fascinating 
Sangamo Clock, Thomaston, Conn. ’ “cote” the lorelieclock for bo 
doir, guest room, living room or nursery 
you've ever seen! You can have it—in 
the color you like eae} c 
a “Scottie” is truly a unique model in > | Se 4 a 
SANGAMO ELECTRIC CLOCKS cc cc. em eed SELDEN—Mahagony nth bored maple fot. 
z mous designer. In delicate colors that om, J seonds in Lewaeh 19% sntoe, height #% laches Pree 817-30. ae meet ela ate Pea tinee, 
— ith ai a Mesa seieakecand 
with a tiny black Scottie moving ever so gently _ period designs. There s a handsome Sangame, durable, s/ew speed Sangamo Motor that operates 
around a FLOATING seconds disc—this beau- _in green or white, for apenas accurately, without a whisper of sound, for years! 
tiful clock will deli; ay all who see it. Children, Remember (and this is important) these Visit your favorite clock shop—very soon— 
especially, will low clocks bear the Mp BOAR IMA RO and see all the new Sangamo models. Send us 
Sescioeaciapomerteagiteitinientietn gamo name you see on so many precision elec- your name and address, and we will mail you 
of equal smartoess—in contemporary or old trical instruments. In each clock is the sturdy, an interesting booklet with illustrations and de- 
scriptions of the new Sangamo Electric Clocks. 


SANGAMO J epic Jhcks 

















Beautiful full-color advertisements in leading magazines 





carry the story of the new models in Sangamo Electric 


Clocks to more than 10,000,000 readers this Fall! 
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PIPE WRENCH MADE” 










heat-treated for extra toughness. 








because that is a fact, too—and he'll stay sold. 





. «Distributors in Principal Cities of the World... 





Handy, comfortable rub- 
ber grips are now available 
in separate cartons for the 
popular 10’ and 14” sizes. 


OCTOBER 29, 1931 


“THE STRONGEST, SIMPLEST 


The more a man knows about pipe wrenches the easier you 
can sell him a Walco. Show him how simply it is made—only 
four parts. Emphasize the fact that the working parts are all 
forged for strength and that the jaw and bar are specially 







Sell him the Walco as the strongest pipe wrench made-- 


Walworth Company, General Sales Offices: 60 East 42nd St., New York 
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dy OVER THE WorLp 
—ALWAYS— 
YOUR BUYING INFORMATION 


ON EVERY WORTHWHILE 


HARDWARE BUYER’S DESK 
AT NEW LOW COST! 


HARDWARE AGE CATALOG 


239 West 39th Street New York 
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only one cent an hour! 


oS RMR co Ga Bat 


are washed every day. 





families with babies. 


Just plug Cinderella in any 
electric outlet, and it does 
the washing in a jiffy, for 





Cinderella is useful for the 
week’s was and for 
quickly needed things that 





Cinderella is a big seller 
to small families, especially 








Cinderella is safe for the 
daintiest silks and laces; it 
has no moving parts to 
injure the clothes. 












. AS 
Li YRS SS 
Cinderella is just right for 
apartment dwellers. It can 
be tucked away in small 
space when not in use. 


This glass demonstrator 
shows Cinderella’s ‘‘Vac- 
uum-Action” in action and 
helps you make sales. 








“That’s What I Want 


for Christmas!”’ 


—and that 


means 
PROFIT 


to you 


s 
























we a sh ‘272 Tr 


ELECTRIC CLOTHES WASHER / 


WY HAT woman isn’t grateful for a Christ- lever to make extra sales and extra profits, 
mas gift that lifts a heavy burden of work _ by featuring Cinderella in window displays, 
from her shoulders the whole year ‘round? _ jn their stores and in theif advertising. 


And Cinderella is the answer to what that gift 
should be. If you aren’t already a Cinderella dealer, 


It’s perfect for baby’s daily wash, for small there’s still time to cash in on extra Christmas 
children’s clothes and other quickly needed _ Profits. Send the coupon now for full details of 
things that are washed from day to day. And the Cinderella Sales Plan that will give you 
it’s a big help on washday, too. Priced at only = more profits at Christmas and the entire year 
$27.50, it isn’t too expensive for the average round. Don’t delay—mail coupon NOW! 
man to afford. 

Cinderella appeals to the man because of its 





























scientific simplicity as well as its ca- ;------------- < EIRANGS NSD DD oo GG) Gn ae--------------; 
pacity for saving work. Its amazing } ee I 
— Vacuum-Action —— ple, The Black & Decker Mfg. Co. World’s Largest Manufacturer | 
without moving parts, quickly washes : 700E. Pennsylvania Ave. of Portable Electric Tools 

out all the dirt, and rinses the clothes | Towson, Md. ! 
spotlessly clean. ‘Please send me full details of the Sales Plan on the Cinderella : 






Advertisements in five leading maga- | a ceaaaaiiaieamnens : 


zines, with a total circulation of over | Name____ 
8,000,000, will stress the value of the |: ¢rrees and Number 
Cinderella as a Christmas gift. Live | <, 

‘i a ~. eS), ae = eae 
dealers will use this advertising asa | 7.7 ; 




















Here’s Another Gift 
Modern Women Want 


another source of 
Christmas profits 


a! 


ELECTRIC 
DISH WASHER az /2 


SK yourself the question: What gift has more possibili- 

ties than the one that saves the housewife 1,095 jobs a 
year? Put yourself in her place. Wouldn’t you give almost 
anything to get rid of so many back-breaking jobs a year? 
To keep your hands out of caustic dish water that shrivels 


and wrinkles the skin? Sure you would. 


@ 


And that’s why housewives throughout the country are 
greeting the new Cinderella Electric Dish Washer with en- 
thusiasm. And no wonder they’re enthusiastic. For now, 
simply by turning on the water and electric current her 
dishes are washed, rinsed and drained—quickly, safely, per- 
fectly. No racks, no trays, no moving parts. Everything as 
simple and easy to operate as an electric fan. And when the 


CAPACITY: Ready to 
put on lid and start 
running. The Cinder- 
ella Dish Washer holds 
alldishes, knives, forks, 
etc., for the average 
meal of a family of five. 


SIMPLICITY; Dishes are 
simply stacked around the 
large center post, which 
contains fully enclosed 
““Vacuum - Action” unit. 
Uses any standard soap 
flakes or powder. 


SAFETY: ‘‘Vacuum- 


Action” cushions the 
dishes. No racks. No 
moving parts. No danger 
of breakage. Safe for the 
finest china, porcelain, 
and glass-ware. 


Vm F 


ANC ESE CIE R. 


World's Largest Manufacturer 


The Black & Decker Mfg. Co. 
of Portable Electric Tools 


700 E. Pennsylvania Ave. 
Towson, Maryland 


Please send me full details about the new Cinderella Electric 
Dish Washer. 
Name 
Street No. 





County 


Sd 
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@ 
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Beautifully finished in porcelain enamel and chromium. By means of a soft rub- 
ber fitting, the water pipe of the Cinderella Dish Washer easily attaches to any 
faucet. The drain pipe simply extends over the edge of sink. 


dishes are through there’s no work to do, as Cinderella is 
self-cleaning! 


As the dish washer market is virtually untouched it will 
pay you to get the facts right now on how to make additional 
Christmas profits with the Cinderella Electric Dish Washer. 
Your holiday experience will quickly convince you that here 
is a new item that will pay you well the whole year ’round. 
Mail the coupon now for complete information. 


NO DISHES TO DRY: In perfect drain- | 
ing position, and having been rinsed in | 
hot running water, the dishes dry in the 
washer in a few minutes after the lid is 
removed. The chromium-plated lid 
serves as a handy tray for carrying dishes. 


NO CLEANING NEEDED: When the 
dishes are removed, there are no racks of 
other parts to clean. The Cinderella is 
“self-cleaning” and is as spotless as the 
dishes themselves. Easily detached from 
the faucet, it rolls out of the way under 
the sink, 
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THE ORDERS YOU MAIL 











OU are writing up an order to mail to one 
of your jobbing connections. To whom 
will you send it? 


What influences a shopper to go to your store instead of a 
competitor’s and what influences you to send that order to 
one jobber instead of another? Both are problems in mer- 


chandising. One is yours. The other is ours. 


How will we handle it? 


Very briefly we mention two points of our Mail Order Service. 


Suppose you mail the order to us. 


Take the man who supervises the whole course of your Mail 
Order from arrival to final shipment. He is familiar with 
your particular needs. He knows what merchandise you buy 
from us and what you pay for it. He is as competent to price 
your order correctly as the salesman who comes into your 
store. He is the particular «Territorial Man” serving your 
interests here in the house as our salesman does «on the 


road’. Let’s call him Point One. 


Point Two is «‘The House” itself. To qualify it must carry 
adequate stocks and a wide range to choose from..... mer- 
chandise that builds up and holds the confidence of dealers 
and users alike..... ‘‘Leaders” that bring in business when 


business is hard to get. 


In a word, then, if you have a Worthington representative 
calling on you, give us an opportunity to demonstrate the 


extra advantage of WORTHINGTON MAIL ORDER SERVICE! 











THE 
GEO. WORTHINGTON CO. 


1829 CLEVELAND 1931 





OCTOBER 29, 1931 














THESE TERRITORIAL 
MEN HANDLE WORTH- 
INGTON MAIL ORDERS 




















JOHN J. KINDEL 


Department Head, handles all or- 
ders from Eastern Ohio, Virginia, 
West Virginia. 

















ROBERT SEVEBECK 
Handles Mail Orders from West- 


ern Ohio, Michigan and Indiana. 




















KENNETH C. LONGACRE 
In charge of Mail Orders from 


New York and Pennsylvania 
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~-(CHICAGO)—~ 
SPRING HINGES 














Approved 


Architects and contractors, for the 


world’s finest buildings, specify and 





use Chicago Spring Hinges because 
they approve their quality and con- 


struction. 


Dealers also approve these hinges 
because they appreciate the sales 
appeal of hinges which will meet the 
high standards required in the con- 


struction of modern buildings. 
Graham, Anderson, Probet 4 White—Architects 


Civic Opera Building Send for Catalogue K 47 
Chicago 











Chicago Spring Hinge Company, 
CHICAGO NEW YORK 
U. S. A. 


“Triplex” Double Acting 
Spring Hinge 


“Triplex” Lavatory Door 
Spring Hinge 


~ (CHICAGO) - 


SPRING HINGES Sagless 


Look for the Trade Mark Gate Spring Hinge 
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HOUSEP 


teat sae 
Neat~ 

Attractive~ 
Dependable 


How do they look? 


How do they operate? 


How much water will they 


pump? 


How long will they continue to 
give good service? 


Here are four questions that 
must now be answered by 
those who sell and install 
house pumps. 


They are all important questions, 


too, and the answers to all 
of them are easy for Myers 
Dealers. 


Neatly designed. Attractively 
finished. Easier to operate. 
Increased volume. Freedom 
from wear and breakage. Ex- 
tended service years. Myers 
House and Cistern Pumps, in 
styles and sizes for every 
need, have those built-in fea- 
tures which assure complete 
satisfaction — the full meas- 
ure of value that customers 


now demand. 


Catalog and prices to the trade. 
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PATENTED 














PATENTED \y 
GLASS 
\\VALVE SEAT 






BRASS 





Tm F.EJMYERS & BRO.¢°. 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose, 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS ~ BARN, FACTORY end 
GARAGE DOOR HANGERS- STORE LADDERS. Etc. 














dust Off The Press? 


IT IS OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 
REQUIREMENTS PROMPTLY 


HARDWARE AGE VERIFIED LIST 


239 West 39th Street, New York 
GENTLEMEN: 
Kindly send me 


FIRM NAME 
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THLE OST He SO TT TON oF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 
WHOLESALE DISTRIBUTORS MILL. SUPPLIES 
PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 
HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of-men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 

Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 


copies of your New Twelfth Edition 


ADDRESS 


HARDWARE AGE: 















about. 




















Why Not Get Yours? 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


True, a large percentage of this shop trade may be too 
| technical to interest the jobber or dealer—but there still 
remains a very large volume of sheet goods and economy 
rolls to be had right now which the hardware merchant 
can get if he goes after it and knows what he is talking 


The abrasive cloth called for by the machine shop is 
chiefly Aluminous Oxide—we make it both in sheets and 
rolls. There is a big profit in these goods for the merchant. 


Many jobbers and dealers are allowing a substantial volume of profitable 
business to slip by under their very eyes—here is the story. 


Fully two-thirds of the total volume of abrasive papers and cloths produced go into 
machine shops and manufacturing plants of all kinds. The remaining third is sold 
through jobbers and dealers over the counter. 

















Aluminous Oxide cloths are now being sold direct to the shops by the manufacturers, 
but there is no reason why a large portion of this highly profitable trade should not pass 
through the hands of the hardware merchant. 


If you are interested—and I hope you will be—drop me a line 
and I will tell you how you can get your share. It is worth while. 








Clover Manufacturing Company 
NORWALK, CONN., U. S. A. 


SANDPAPER 
METAL-CUTTING CLOTHS 


CLOVER GRINDING AND LAPPING COMPOUNDS 


E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 
You may send me, without obligation, samples of: 





|Green-Stripe Sandpaper. 





|Red-Stripe Turkish Emery Cloth—for polishing. 





Yellow-Stripe Aluminous Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 





clover Grease-Mixed Grinding Compound. 





Clover Water-Mixed Valve-Grinding Compound. 


Name 





Address 








Character of business 
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& White with 
Green Trim 


Prices and Quality fit 1931 Demands 


@A modern product As fine quality as can be produced in the ultra modern Nesco enameling 
plant — at a scale of prices right in line with 1931 business demands, such 
is the new Royal White Enameled Ware and its sister lines Royal Ivory and 
Royal Granite. 


@ It°s wise to standardize For a progressive retailer to standardize on a complete representation of a 
high grade trade marked well known line including White, Ivory and 
Granite, is the part of wisdom. 


That is good business It means increasing sales and increasing reputation for quality merchan- 
ing mg rep quality 
dise, complete lines for selection, right prices. Write your jobber or to us. 
P right p your) 


NATIONAL ENAMELING & STAMPING CO., INC., 273 N. Twelfth St., Milwaukee, Wis. 


Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 


ROYAL 


WHITE 
PO EN AM )C)lClUMK(OUUllU™®!) 6 
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Part of Our RUSSWIN Contract Department 














































pus S\ SsWN v4 hy not let us assist you in securing con- 
CS tract builders’ hardware sales? 


v ° DISTINC TIVE 
HARDW ARE 


Every man in our department at New Britain is 
an expert on plans, specifications, and compari- 
sons of goods. 





Ask our salesman who calls on you to tell you 
more about our methods and the assistance we 
can render in helping you to build a bigger and 
better builders’ hardware ‘business. 


It is yours for the asking. 


are 


RUSSELL & ERWIN MANUFACTURING COMPANY 


(The American Hardware Corp., Successor) 
New Britain, erie New York Chicago London 
OCTOBER 29, 1931 








CARBORUNDUM | 
Sales tips No-2 


Consider the CARPENTER 
and the HANDYMAN 


AY in. and day out these two mechanics ply their edge tools. They 

are the men who know the real value of-a good sharpening 

stone—of keeping chisels, plane bits, draw knives, gouges, etc., always 

with a keen, smooth edge. They are the men who buy Carborundum 
Brand Combination Stones. 

One way to let them know that you carry these stones in stock 
is to use this special metal 
lithographed display board 
No. 10. 

It effectively displays a half 
dozen of the most popular 
sizes—use it on counter, shelf 





or in your windows. 
Given free with an assort- 
ment of a dozen stones. 


Glad to have you 
write for details. 


$100 


THE CARBORUNDUM COMPANY 
NIAGARA FA LTS, NEW FO Rs 


CANADIAN CARBORUNDUM Co., Ltp., NIAGARA FALLs, ONT. 


Sales Offices and Warehouses in New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, 
Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont. 
The Carborundum Co., Ltd., Manchester, England 
Deutsche Carborundum Werke, Reisholz bei Dusseldorf, Germany 


( CARBORUNDUM IS A REGISTERED TRADE MARK OF THE CARBORUNDUM COMPANY ) 
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Millions 
and Millions 


of People are Pushing 


BOMMER 
Spring Hinges 


When Opening Doors 


























These famous hinges swing the doors 
of the finest residences and public 
buildings so easily and quietly that 
Jobbers and Dealers everywhere are 
pushing their sale. 











Chrysler Bldg., New Our records show that Bommer 
York. Bommer Spring " 2 a 
Hinges Installed. Spring Hinges have withstood con- 


stant service on some doors for fifty 
years and are still on the job! 


The name BOMMER on every Hinge 
and Door Closer is your guarantee of 
quality and service. Your Jobber 
will supply you. 





























Bank of Manhattan Bldg., 
New York. Bommer Spring 
Hinges Installed. 














Double Action 
Standard Type No. 29 








Bommer Also Makes 
*Reliable Door Closers 





Single Action 
Standard Type No. 0 


Bommer Spring Hinge Co., 
Brooklyn, N. Y. 
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ASSURE YOU 
DIRECT MA 
CAMPAIGN 








S 


MAXIMUM SUCCESS 


HARDWARE AGE 


Direct Mail Addressing Service 
makes this possible! 


WHAT IT DOES 


It eliminates undeliverable mail. 
Saves considerable sums for cancelled postage. 
Prevents loss of valuable direct mail matter. 


Assures prompt delivery of mail. No lost time 


for Post Office directory service. 

Removes a disintegrating factor heretofore largely 
responsible for wasteful and unproductive 
direct mail advertising campaigns. 

Lays the foundation of a successful sales program. 

Gives you the edge on your competitors by mak- 
ing you first to contact important new hard- 
ware retailers, 

Gives your mailing piece prestige by being 
correctly addressed to new owners and new 
addresses—self evident proof that you are 
right up-to-the-minute on all recent changes 
in the hardware field. 

Saves you up to $20,000 annually for the up- 


keep of an equally effective, up-to-date mailing 
list. 


UCH more could be said. Your 
own experience will bring 
home to you the value of this 
new, - up-to-the-minute, much 

needed addressing service which we have 
developed for your use. 


Here is what the New York Post Office 
Bulletin of May 29, 1931, said: “During 
a one year period more than 12,000,000 
letters containing circulars and advertis- 
ing matter were disposed of as waste.” 


But there is much more wastage than 
this—how about the mail delivered to 
families or estates. of men. deceased; or 


‘ to men retired from business or who have 


gone bankrupt; or to those men who had 
gone into other businesses or have sold 
out to other men, yet many of whom con- 
tinue to receive their mail, but are no 
longer interested in your product? We 
venture the opinion that this constitutes 
an ever continuing greater loss, one prac- 
tically impossible to check without 
constant research and except at great 
expense. 


HARDWARE AGE Direct Mail Ad- 
dressing Service eliminates this and 
other forms of postal waste for you as 
far as the hardware trade is concerned. 
Let us address your direct mail matter 
to hardware jobbers and hardware re- 
tailers. You will instantly note the 
worthwhile saving and the greater effec- 
tiveness in results. 


Write for details. 


HARDWARE AGE 
DIRECT MAIL 
ADDRESSING 
DEPARTMENT 


239 WEST 39TH STREET NEW YORK, N. Y. 
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HE WASTED MANY THOUSAND DOLLARS 


- - - fo save the cost of 12 new wrenches 





bod 


Pe 

i 

{I 
's 


The R B & W Engineering Service saves manufacturers 
money by keeping them up-to-date on bolt and nut standards 


A MANUFACTURER of a simple 
type of home heating equipment 
used large quantities of bolts and 
nuts in the assembly of his product. 
He did not have to be highly techni- 
cal in the specification of his bolting 
material—his principal requirement 
was accuracy and uniformity of size. 
Recently, he started to buy his 
bolts and nuts from R B & W. For a 
long time before we got his business, 
he had been regularly specifying in 
detail a special size, which had been 
made up and shipped plus the usual 
extra charges for special sizes.. 
When we received his first order, 
calling for special stock which was 
therefore more costly, we noticed 
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that about the only difference be- 
tween his specifications and the 
standard was that he wantedaslightly 
larger head size than the standard. 

Inquiry by the R B & W Engineer- 
ing Service disclosed that, unknow- 
ingly, this manufacturer was buying 
special (old style), instead of regular, 





stock because his wrenches were too 
loose to grip the newer, and now 
standard size heads. He didn’t know 
he had been paying a premium on 
all his bolts and nuts to save the cost 
of 12 new wrenches. RegularR B& W 
customers are always informed of 
changes in bolt and nut standards. 


Give your customers the best — always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 
, Sales Offices at Phila., Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 


CORAOPOLIS, PA. 
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The Everhot Electric Room Heater is just what its 
name implies—a genuine room heater—built on a 
new principle of heat reflection and circulation. 


es 
can 
guarantee 


this heater” 


Here’s an electric heater you can sell—and sell strong. 
It heats—heats like a steam radiator with a 16 square 
foot capacity. 

Yet it is perfectly safe. Danger of fire or burning is 
eliminated by thoroughly insulated construction. 
Strong and sturdy—built of cabinet steel reinforced. 
Fine furniture finish of natural grained walnut or 
cream enamel. 

Equipped with a handy carrying handle and seven foot 
heater cord. 

Stands 24 inches high is 12 inches wide and six deep. 
Wattage: 1100 at 110 volts. It weighs 10/2 pounds 
net—15% for shipping. 

List: Cream finish, $7.50—walnut grain, $8.50, east of 
Denver. Further West a dollar more. 

Order from your jobber or direct if you wish. Sales 
helps furnished gratis. 


veErno 


Electric Appliances 


Get a catalogue of the complete Everhot line of electric 
cookers, table stoves and commercial appliances. 


CONSERVO 


What a year this has been 
for canning! And what a 
year for Conservo sales! 
Stocks of this famous old Below: Everhot 
staple steam cooker and can- Kitchenette Grill. 
ner should be _ replenished Fries, broils — 


The Swartzbaugh Mfg. Co. 
Toledo, Ohio 








now for the fall and winter 
demand, 


There is bound to be sa 
lot of meat canning this 
winter and Conservo with its 
low price and big capacity is 
bound te be in great de- 
mand. 


Write us about stimulating 
the sale of canning equip- 
ment and supplies during 
these months. What we can 
tell you may mean much ex- 
tra profit te you. 


Above: Everhot Jr. 
Cooker — Roasts, 
bakes, browns — 
cooks a_ whole 
meal at one time. 
List $10 east of 
Denver. 


Above: Sandwich 
Toaster. Equipped 
with heat indi. 
cator. List $12.50 
east of Denver. 


toasts eight slices 
at a time. List 
$19.50 east of 
Denver. 
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THE NEWEST OF THE NEW: 


TWO NEW REVOLVERS BY 
7 Ci. JOHNSON 


They embody many points of unusual merit in- 


cluding a new SAFETY FEATURE of great value. 


I. J. TARGET 
SEALED 8 












.22 CALIBER 
Six Inch Barrel Ten Inch Barrel 
$8.50 $9.35 


Sealed Cartridges - Each Chamber is counterbored so the heads of 
cartridges are flush with the face of cylinder. This makes a solid protection 
of surrounding steel, thus safeguarding against the possibility of the head or 
the rim of cartridge bursting with the resultant danger of flash of hot gas. (Note communal: Geiianens 
illustration at right.) 


De-Flex sighting groove deflects light rays. 
One piece Walnut Hi-Hold target grip, hand checkered. 


A DOUBLE ACTION TYPE REVOLVER DESIGNED ESPECIAL- 
LY FOR TARGET USE, CAMPERS, HUNTERS and HOME 
PROTECTION. 


IVER JOHNSON 4 
22, SUPERSHOT 
SEALED EIGHT 


Sealed Cartridges as described above with the addition of a sealed extractor. 


Cylinder of High Carbon Alloy Steel—This is heat treated and makes the strong- 
est cylinder possible to construct. 
De-Flex Rib—Makes sighting easy by deflecting distracting rays of light. Hi-Hold Grip 
Scored Trigger—Prevents finger-slip or creep. Furnished as Option 
Independent Cylinder Stop—Prevents cylinder turning to an empty shell. 
Piano Wire Springs—Every spring of open wound piano wire, heat treated. They coynterporen cHamBeR 
do not weaken or break. COUNTERBORED EXTRACTOR 
“Hammer the Hammer”—This patented safety device makes accidental discharge “A 






















impossible. 
Retails at the surprisingly low price of 
$13.75 
IVER JOHNSON’S ARMS & CYCLE WORKS 
FITCHBURG, MASS. 
151 Uhambers St. 108 W. Lake St. o31 Market St. 
ORDER THROUGH YOUR JOBBER 


1931 
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WITH 


USTRAGLASS 


F L AC = 


BECAUSE 


YT takes a “‘whiter”’ 
I glass to transmit 
more daylight ... that 
is obvious. LUSTRA- 
GLASS is the “‘whitest”’ 
of all glass made for 
windows... 
Laboratory tests conclusively 
prove that LUSTRAGLASS 
transmits more daylight. It also 
transmits a substantial amount 
of the shorter ultra-violet rays 
of sunlight at a wave length of 
313 mu.* yet it costs no more 
than any good window glass. 
For schools, factories, homes, 
hospitals and office buildings, 
everywhere that human beings 


live, work or play indoors, 


An unretouched, “end on” 


photo of four teading makes 


DRAW N 


IT’S “WHITE” 


GLASS, for LUSTRAGLASS is 
truly a superior product in 
every respect ... flatter, clearer, 
more lustrous. Its appear- 
ance, alone, is ample reason for 
its selection by architects and 
builders, but a glance at the 
chart below will show why par- 
ents of growing children look 
for the LUSTRAGLASS label on 
every light of glass which they 
buy for replacements. 


Buildings glazed with 
LUSTRAGLASS rent or sell 








quicker and for larger 
profits. Our literature de- 
scribes in detail this amaz- 
ing new glass for windows. 
You should have it avail- 
able to show customers. 


Y 








Write for it... today. 


wth of 
nt under 
(1) LUSTRAGLASS 
(2) ordinary window 
glass. 


LUSTRAGLASS is needed... 
Every building is more beauti- 
ful when glazed with LUSTRA- 


AMERICAN WINDOW GLASS CO. 


The label shown =. “ue right 
appears on every light of genu- 
ine LUSTRAGLASS ... Look 
for it. LUSTRAGLASS is 
packed with paper between the 
lights to prevent scratching or 
marring of the surface. 


of glass. The white one is ay 


ie) ee eee 


BOOKLET A-430 and see com- 
plete table of transmission ... 











Also Makers of Armor-Lite Scatter-Proof 
and Bullet-Proof Glass, Tinta- 
glass, Picture Glass, Photographic 
Dry Plate Glass, %&%” and 1%” Crystal 
Sheet, Ground and Chipped Glass, 
and Bulb Edge glass. 


Farmers Bank Building Pittsburgh, Penna. 
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That Columbian Waterproofing is superior 
to other methods is a proven fact. 





There are two main reasons for such out- 
standing superiority. The first is the water- 
proofing preparation, developed in the Colum- 
bian laboratories by our staff of expert cord- 
age chemists. 


The second is the manner of using this 
preparation. Columbian is not waterproofed 
by any dipping process. Rather—every single 
fibre which goes into Columbian Tape-Marked 
Rope is thoroughly waterproofed before being 
spun into yarn. Naturally then, the rope con- 
taining these fibres is 100 per cent water- 
proofed. 


Columbian is therefore sealed against the 
action of the elements and the germs of decay. 
Is there any wonder that this guaranteed 
Columbian Rope is the most flexible rope even 
after immersion in water for an indefinite 
time? 

Send for a copy of our folder, the “Flexi- 
bility Test.” It contains an experiment we 
would like all users of rope to try. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee Street - 
Auburn, N.Y., “The Cordage City” 
Branches :— New York Chicago Boston New Orleans 4 


COWUMBIAN' = 
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is composite photograph showing adjustment by which door is made to 


Thanks to its “specialized speed control” the new Corbin Door 
Check, Model 131, closes doors first fast, then slow—or first slow, 
then fast—or just slow or fast, whatever way suits the job best. Below 


close fast to within a few inches of jamb—then slow to a silent latching. 


New Corbin door 


check works magic with doors 


The new Corbin Door Check, Model 131, offers you 
and your customers something you have never had 
before; the opportunity to have your doors closed 
exactly the way that suits you best. _ 


If you want your doors closed fast to keep out prying 
eyes, Corbin has taken care of that. The new Model 
131 can be adjusted (simply by turning a button) so 
thet it will close f-a-s-t to within a few inches of the 
jamb, then smoothly ... slowly... toa silent latching. 


Or, on an outside door, where stiff latch springs or 
strong drafts tend to prevent the door from latching, 


you can Close it slowly enough to let people in or out 
without the door banging their heels, but when it is 
only a few inches from the latch you can accelerate its 
speed so that it closes snugly, firmly, every time. 


Or, you can close the door slowly all the way, or fast, 
take your choice. 


The new Model 131 can be used on any door, either 
side. It is approved by the Underwriters Laboratories. 


P. & F. CORBIN “8g New Britain, Conn., U.S.A. 


The American Hardware Corporation, Successor 


New York Chicago Philadelphia 





GOOD BUILDINGS DESERVE GOOD HARDWARE 
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* 
KITCHENKOOK 


offers a brand new deal that will make you say, 
“Now that is something.” :-: Our Kitchenkook 
salesman is eager to be the first to break the good 


news, so we will not spoil his story by telling you 


the details now. :-: The new proposition applies 


both to Kitchenkook gasoline stoves and Kitchen- 
kook oil stoves. :-: Wait for the Kitchenkook 


man. 


American Gas Machine Company, Inc. 
Albert Lea, Minnesota 
Brooklyn, New York Oakland, California 





eas 
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‘The Frice 
of Ferformance 


helps sell 


MORE RANGES 






When gas range manufacturers 
equip their ranges with the Robert- 
shaw they know what they are doing. 


They know they are using the 
finest automatic oven control that 
can be made. And they are glad to 
use it despite its higher cost, for 
the very good reason that they also 
know that it gives the best service. 


awrence 


Performance counts in gas range 
merchandising just as.decidedly as in all 
the other improved devices now used so 
generally in the American home. 


National advertising has made the better 
performance of Robertshaw equipped 
ranges known to all the housewives of the 








“The Unseen Chef who 
makes every meal 
a success’ 


land. They expect to obtain the 
Robertshaw when they buy a gas 
range—in fact, many new ranges 
are being sold right now simply 
because so many women want the 
freedom from oven watching that 
they know a Robertshaw equipped 
range will bring them. 


That's why you can increase your 
range sales this season by “play- 
ing up’ your Robertshaw fitted 
ranges. Write today for the complete 
Robertshaw program of magazine and 
radio advertising. It’s a selling force that 
you can cash in on immediately. 


ROBERTSHAW THERMOSTAT COMPANY 
YOUNGWOOD PENNSYLVANIA 


ROBERTSHAW 





AutomatiCook 
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13 
4-Color 
Pages 


Eddie Cantor and 
F. Scott Fitzgerald 
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Great New Advertising Campaign for 
O-Cedar Reaching 3,000,000 families monthly 


On November 7th the first of a series of 13 full color 
pages on O-Cedar appeors in The Saturday Evening 
Post. This is probably the most spectacular advertising 
campaign ever put behind a furniture polish. Reaching 
3,000,000 families each month it will add tremen- 
dously to.the present steady volume of O-Cedar sales. 


O-Cedar is more than a furniture polish. It cleans, 
deodorizes, disinfects, drives away insects. It is used 
in countless ways—on furniture, woodwork, floors, dust 
and polish mops, in closets, on pantry shelves, on golf 
clubs and screens. In thisnewcam- 
paign the complete O-Cedar 
story is being told for the first time. 


Read thisadvertising and learn 


OGir Gyn 


what's in it. It will enable you to sell more O-Cedar 
Polish more easily than ever before. 


Check your stock and put O-Cedar Polish and 
O-Cedar Mops out in your windows and on your coun- 
ters where the public can see them. Tie up directly 
with The Saturday Evening Post campaign and let it 
work for you. Proper store display is your opportunity 
to turn this O-Cedar advertising into sales. When 
O-Cedar brings you a polish customer don't forget to 
sell her an O-Cedar Mop. The woman who buys one 

will buy the other. 


Attractive counter and win- 


dow displays are yours for the 
asking. Send for them. 


4531 S. Western Boulevard, Chicago, Illinois 
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MAGIC 


@ omermes people are 


interested in being mystified. 


But most people know 
when they are being fooled. 
And they don’t like it. People 
depend on the trickster for 
entertainment, but it takes 
confidence to make a sale. 


You can build up that con- 
fidence when you sell the 
real, honest value of quality 
in service in a_ genuine 
Atkins “Silver Steel” saw or 


tool. 


A single overstatement—a 
single effort to show how 
much you know—just one 


Pe ae 
Le we lobe & + % 


NEW DISPLAY 


CABINET FOR 
HACK SAW BLADES 









substitution of fiction for fact 
—and you find the result 
when you try to close the sale. 


Be ready to prove every 
statement you make—and 
when you sell a saw be sure 
the saw itself will back up 
what you claim for it. Con- 
fidence in the salesman is the 
greatest asset. It can only be 
based on what you have to 


sell and how you sell it. 


(Signed) 


4 


hs 





“PRICE” vs. “VALUE” 


A CHEAP article has nothing to stand back of it but “Price”. 


You cannot 


guarantee a “Price” article.. A quality tool has “Value” in service that remains 
after the price is forgotten. Sam Sayles’ next message shows how to sell 


“Value”. Watch for it. 
receive the complete set of talks FREE. 


And be sure to send in your name and address to 







A NEW Counter Display . 
Cabinet featuring Atkins 
SILVER STEEL Hand Hack 
Saw Blades and Tungsten 
Alloy Non-Breakable Hack 
Saw Blades will sell more Hack 
Saw Blades for you. 















Supplied with compartments 
for assorted blades, and cutting 
instructions so the clerk will 
know the exact blade that will 
cut bars, brass, bronze, copper, 
tubing, etc. 















The cabinet is lithographed 
in attractive colors of blue, 
orange, and white. Light ’ 
weight, yet very strong, and is 
constructed so that it will not 
mar the finest counter or dis- 
play shelf. 





This cabinet is a device long 
needed in merchandising Hack 
Saws, and where used is help- 
ing to sell more blades every 
day. Write for complete in- 
formation. 
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Every Community is a Good Market for Osborn Brushes 


é 





Your Market 


for Brushes surrounds you. Every one 





of your customers has uses for one 


or more types of Osborn Brushes. 


Your Reputation 


forselling quality merchandise is your 





biggest asset. Every Osborn Brush 
is quality built to do good work. 


Your Opportunity 


to build better brush business is here. 


At one stroke, by concentrating on 





the quality line of Osborn Brushes, 


you simplify inventory, quicken turn- 


= 


over and assure maximum profit. 





ThE OSBORN MANUFACTURING COMPANY 
5401 Hamilton Avenue - Cleveland, Ohio 


Sales Branches: 
NewYork . Detroit - Chicago - San Francisco - Los Angeles 


sere estih testteaennets arctan 
, > 


The Modern Hardware Store is 
recognized as a source of supply 
‘| for quality merchandise and is 
therefore a logical distributing 
point for Osborn Brushes. 











Osborn Brushes Meet a Great Range of Brush Needs 
PAINTBRUSHES _Kalsomine Brushes SWEEPING BRUSHES CLEANING BRUSHES 


Roof Brushes Floor Brushes Counter or Bench Brushes 


Varnish Brushes Blue Handle Household Brushes 


Glue Brushes Floor Waxing Brushes t 

Wall Brushes Soft Hair Flowing Brushes Upright Bass Brooms tose at wag Brushes 
Stucco Brushes Sash Tools Fibre Push Brooms Scrub Brushes 

Whitewash Brushes Marking Brushes Wire Push Brooms Miscellaneous Brushes 
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New Palmer House, Chicago 


The Convention 
at Chicago 


WHO MET —The thirty-seventh annual conven- 


tion of the National Hardware Association and its 
auxiliaries, the National Association of Sheet Metal 
Distributors and the Accessories Branch, met jointly 
with the sixty-third semi-annual convention of the 
American Hardware Manufacturers’ Association at 
the New Palmer House, Chicago, IIl., October 19, 
20, 21 and 22, 1931. 


THE PURPOSE—To continue to study ways 
and means whereby even more economical, profit- 
able distribution might be effected by manufac- 
turers and wholesalers of hardware and allied lines. 
In all discussions these two factors recognized their 
joint responsibility in helping retailers serve ade- 
quately the consumers. In several sessions promi- 


The story of the Chicago Convention is told on the following pages. 


nent retailers participated and at practically every 
meeting they were in attendance. 


OFFICERS—tThe wholesalers re-elected Presi- 
dent G. Sumner Wilson, Decatur & Hopkins Co., 
Boston, Mass., and Vice-Presidents Brace Hayden, 
Dunham, Carrigan & Hayden Co., San Francisco, 
Cal., and C. J. Whipple, Hibbard, Spencer, Bartlett 
& Co., Chicago, Il]. The manufacturers elected 
A. E. Alverson, Greenlee Tool Co., Rockford, IIl., 
as president succeeding J. E. Stone, The Stanley 
Works, New Britain, Conn., Vice-Presidents are J. P. 
McKinney, Jr., McKinney Mfg. Co., Pittsburgh, 
Pa., R. G. Thompson, The Lufkin Rule Co., New 
York City and A. P. Van Schaick, American Chain 
Co., Bridgeport, Conn. 


Photographs of 


delegates were taken in the special HARDWARE AGE STUDIO by Fred A. Kuehn. 


OCTOBER 29, 1931 
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G. SUMNER WILSON 


Reelected President N. H. A., 
Decatur & Hopkins: Co., 
Boston, Mass. 


HE joint convention of the 
National Hardware Associa- 
tion of the United States, with 
its Auxiliaries, and the American 
Hardware Manufacturers Associa- 
tion, held at the New Palmer House, 
Chicago, Oct. 19 to 22, will un- 
doubtedly be recorded in hardware 
annals as one of the outstanding con- 
ventions of the hardware industry. 
The precedent established in tak- 
ing the sessions to the middle west 
this year, was amply justified by the 
attendance, which reached a total 
registration of approximately 1200 
delegates and visitors. This heavy 
registration was reflected in the at- 
tendance at the various sessions and 
in the marked interest manifested in 
the subjects brought up for discus- 
sion. It was likewise manifested in 
the crowds to be seen between ses- 
sions, visiting in the spacious “Hard- 
ware Lobby” maintained on the 


fourth floor of the convention hotel. 
This lobby arrangement made it ex- 
ceptionally easy for those in attend- 


National Hardware Association Meets in Joint Convention 
with American Hardware Manufacturers’ Association at 


the New Palmer House, Chicago, October 19 to 22 


ance to establish personal contacts 
without the inconvenience of forced 
mingling with regular hotel guests 
and others not interested in the hard- 
ware industry. 

The program in itself was one of 
the most interesting and practical 
ever presented to the assication dele- 
gates. The questions discussed cov- 
ered a wide range and dealt force- 
fully with the more serious problems 
of not only the wholesalers and man- 
ufacturers, but of the hardware in- 
dustry at large. 

Two problems in particular were 
in the spotlight. One dealt with 
anti-trust laws and the other with the 
selling of merchandise by utility 
companies. Both questions occupied 
prominent places on the program, 
and were actively discussed in ses- 
sions of both jobbers and manufac- 
turers. 

Both sides of the utilities question 
were presented by thoroughly com- 
petent speakers, and the various pro- 
ponents were given equal and ample 
opportunity to discuss the matter. 
The divergence of viewpoints was 
very marked, both proponents and 
opponents of utility merchandising 
practices, were inclined to hold un- 





J. E. Stone, Stanley Works, Pres. A. H. M. Ass’n., Congressman Frank Crowther, 
Schenectady, N. Y., and N. A. Gladding, E. C. Atkins & Co., Inc. 
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compromisingly to their particular 
side of the question. 

As to the anti-trust laws, there 
seemed to be but one side, at least 
in so far as the hardware interests 
were concerned. The general im- 
pression freely expressed, was that 
the existing laws as interpreted, were 
working in an opposite direction 
from that intended by their original 
sponsors, and that Congress should 
be requested to make revisions in the 
interest -of business generally. A 
strong resolution on the subject was 
passed at the closing session of the 
wholesalers. 

The balance of the program dealt 
largely with practical methods of 
merchandise distribution and proper 
methods of giving adequate service 
and assistance to the retail trade. 

Many retail hardware merchants 
were present, including representa- 
tives of the National Retail Hard- 
ware Association, who took an active 
part in the program. 





The Opening Session 


ITH ‘customary formalities the 

\ \ joint opening session was held 

Monday night, Oct. 19, with 
President Wilson of the jobbers’ associa- 
tion in the chair. Dr. George L. Robinson, 
Presbyterian Theological Seminary of 
Chicago, delivered the invocation, and 
Robert M. Sweitzer, for 21 years: county 
clerk, Cook County, Illinois, representing 
Mayor Anton J. Cermak of Chicago, wel- 
comed the convention to the city, telling 
briefly of its virtues, points of interest and 
commercial and cultural progress. 

Mr. Wilson declared the convention in 
session, saying in part: 

“The economic unrest is taxing the great 
minds of the universe—the malady has 
defied the learned doctors of finance and 
economics, but let us hope that the crisis 
is past and the convalescence will be 
short. I am reluctant to allude to the 
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darker side of affairs, but one must peer 
into this haze to see the guideposts on 
this detour which all business has taken. 
During the ensuing days we shall have the 
opportunity to hear many leaders of our 
great industry. We shall learn of the 
obstacles which are in our path and the 
ways to surmount them. Every member 
of the convention will acquire constructive 
course to pursue, and I entreat you to at- 
tend all sessions and take an active part 
in the discussions. 





GEO. A. FERNLEY 
Secretary-Treasurer, N. H. A. 


“Let us stimulate wavering enterprises by 
voicing principles which are bound to win 
confidence, establish sounder ethics and in- 
stitute even better acumen than our par- 
ticular industry ever displayed. With a 
return to normalcy America is destined to 
make new history for achievement and if 
all industries will profit by their experi- 
ence in this depression the most substan- 
tial prosperity will be born and live to a 
ripe old age.” 

President Stone of the manufacturers in- 
troduced the guest of the evening, the Hon. 
Frank Crowther, Congressman, and for 10 
years a member of the Ways and Means 
Committee, of Schenectady, N. Y., whose 
topic ‘was “What Americans Need . to 
Know.” Presenting what he termed “the 
American: Side” of the tariff discussions, 
the Congressman scored foreign statesmen, 
and free trade economists, whom, he said, 
charged up the depression to existing tariff 
measures. Outstanding points in his pres- 
entation follow in part: 

“Every country in the world maintains 
higher rates, and has done so since a time 
shortly after the World War. against the 
United States, than we maintain against 
them. So all of this talk of unconscionable 
rates is beside the question, because we 
had‘ very close to the lowest bill in gen- 
eral average when the law was passed, and 
since that time the United States Tariff 
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Commission has acted on twenty-two com- 
modities. Fourteen of them have been re- 
duced; three of them have been raised a 
very negligible amount; three of the oth- 
ers were not touched at all; and two are 
pending now. So that, with the reductions 
that were made on flour, straw hats, and 
many other commodities that I have not 
made a record of, the average rate today is 
probably lower than any bill that we have 
had for forty years, and still the argument 
goes on that it is unconscionably high. 

“What is the matter with the procedure? 
It is a matter that can be discussed before 
any body today without any partisanship. 
Both of the great parties of the country 
came in a sense to a common agreement as 
regards this policy in 1928. The language 
of the Democratic platform of that year 
was that the policy was best exemplified by 
allocating duties that represent the exact 
difference between production cost here and 
abfoad, with consideration for the Ameri- 
can laborer, for the maintenance of his 
wages. That is a policy that we have stood 
by for a great many years. And the op- 
posite party has ‘always gone even fur- 
ther than that. The opposite party, the 
Republican party, has always said since 
1908 that the policy of the protective tariff 
was best exemplified by allocating such 
duties as would represent the difference 
between home and foreign production cost, 
and then there was a comma, mark you, 
and then the phrase was finished with this 
sentence, “Together with a reasonable profit 
for the American producer.’ 

“In my estimation, ladies and gentlemen, 
nothing less than that is protection. As a 
matter of fact, under the present law, with 
the freedom of adjudication of appeal 
cases that we gave to the Tariff Commis- 
sion, we are now living, not under a pro- 
tective tariff, but we are living under a 
competitive tariff, because under the law 
the Tariff Commission is adjudicating ap- 
peal cases every day, and has adjudicated, 
as I say, twenty up to this time; and they 






CHAS. F. ROCKWELL 


Secretary-Treasurer 
American Hardware Mfrs. Assn. 


have all been adjudicated on the basis of 
the difference in cost, the actual difference 
in production cost between here, the 
United States, and the nations abroad. 

“So there has been a departure, in the 
liberal administrative features that we gave 
the Tariff Commission in the flexible 
clause, so called, which permits the con- 
sideration of these rates, and we are living 
today, not under a protective tariff system, 
but under a competitive tariff. 

“Now where in all God’s universe, in 
what country, can an American citizen, or 
an American corporation, under the laws 
of any of the other nations, appeal against 
a tariff rate that has been made against 
them? There is no such place in the uni- 
verse today. So see how kind and consid- 
erate we are, when we permit any national 
or group of nationals—industries, manu- 
facturers—to come here and plead their 
c&ase'in our court, with their witnesses. But 
we are not allowed to even peep, we must 
not make a chirp, if a foreign nation 
raises a duty against us. 

“Of course, our duties are entirely dif- 
ferent in this country. We establish a 





Mrs. Alverson, H. P. Bangert, Simmons Hdwe. Co., Mrs. James Kryger, and A. E. 
Alverson, Greenlee Tool Co., Newly Elected President of A. H. M. A. 
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Left to right—A. J. Gaehr and L. W. Weber, The Geo. Worthington 
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Co., S. McClelland, Stanley Works, H. E. Hulburd, 


The Geo. Worthington Co., and H. M. Libe, Stanley Works, Mrs. George E. Garland and Mrs. Frank P. Tenney. 


tariff duty that is the same to everybody 
in the world. We do no trading with our 
tariff. We are different in that regard 
from any other nation. France, England, 
Germany and most of the other nations 
have two rates; they have a rate for their 
own country, or against certain countries; 
and then they have a preferential rate with 
another country they want to trade some 
commodity with. We do not do that. Our 
rate is the same to everybody in the world. 
That is not exactly fair in a way to the 
American producer, because when a tariff 
rate is the same to everybody, why, I think 
you gentlemen—you are business men—can 
see that the advantage always lies with 
the low-cost producer, because of course 
he pays the least tariff. But that is the 
best we can do; we cannot make special 
rates for special countries, because we 
have treaties, existing treaties which forbid 
us entering into that sort of an agreement. 

“Now what is going on? There is a de- 
termined effort being made by a twin 
group composed of international bankers 
and importers, to get rid of the Tariff Bill, 
and revise it downward, or else in addition 
to that, have the international war debts 
canceled. Well, there is a reason for that. 
Since the war the bankers of this country 
—largely the international group—have 
loaned to Europe something like $15,000,- 
000,000. After the last Young plan of 
reparations was agreed to, the payment of 
German reparations became a first mort- 
gage trust; that is, nothing could be taken 
from any of those payments for any other 
purpose. They were in a sense what you 
might call a first mortgage. That left 
the international bankers holding $15,000,- 
000,000 in second mortgages. Nobody likes 
a second mortgage if they can get a first. 
So the plea and effort of the international 
banker is constantly to cancel the war 
debts, and reestablish his $15,000,000,000 of 
foreign loans as a first mortgage security. 

“Of course, as I say, that would be a 
very nice thing for the _ international 
banker, and of course the importer is al- 
ways against the tariff. The importer does 
his business with the foreign concern. He 
makes his profit off the American con- 
sumer, and his profit goes to meet a payroll 
in another country. Now the leading mem- 
bers of both the House and the Senate 
‘argued against the policy of protection; 
they made grave charges and said that we 
were just granting special favors to special 
interests, that we were paying back in- 
debtedness that we owed for past cam- 
paigns, and also such remarks of that 
character; and then in the next breath 
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they all pleaded before the committee for 
duties on rice, lumber, hides, cotton and, 
in fact, every commodity that was raised 
in the individual State of some particular 
Senator or Representative. There never 
has been quite so sickening an exhibition 
of inconsistency as was manifest during 
the consideration of the Hawley-Smoot Bill; 
and in spite of the tirade against the bill, 
and the loose talk about its unconscionable 
rates, the fact is its rates now at the pres- 
ent time are lower than any bill we have 
had for nearly 30 years. 

“Now there are three tariff policies, any 
one of which we may adopt. First, a tariff 
revenue only, which allocates duties so low 
as to give the foreign manufacturer a very 
material advantage in the market. Sec- 
ond, we have a competitive tariff, which 
as I say our present tariff is not quite—a 
competitive tariff which lays duties that 
will exactly equalize the cost of production 
here and abroad, and give the foreign pro- 
ducer an equal chance, an even break, the 
same opportunity as the American pro- 
ducer. Third is a protective tariff, that 
will allocate such duties as will keep the 
American market for the American pro- 
ducer, permit the payment of decent wages. 
and maintain the American standard of liv- 
ing. That is the system that we have 
grown great under, that has brought in 
past years a glorious prosperity and a con- 
dition among our working people that ex- 
ists nowhere else in the world. Where in 
all God’s universe do 23,000,000 men ride 
to work in automobiles, as they do in this 
country? 

“I think the proposition of free trade is 
a menace to us; I think we ought to keep 
America for the Americans. I believe that 
the American market belongs to the 
American producer, and I do not think we 
should be so concerned about foreign mar- 
kets. The statistics show that we use and 


consume in this country 91 per cent of 
everything that we make in our factories 
and raise on oyr farms. I do~not see why 
we should be so much concerned about 
the 9 per cent that is imported. We ought 
to be concerned about the purchasing 
power of our people, to buy the 91 per 
cent that we make in this country and that 
they must use. That is what will bring 
prosperity to the United States.” 

At the close of Congressman Crowther’s 
talk, officials of other associations were in- 
troduced and announcements made re- 
garding social features and the business 
sessions of the two convening bodies. 

Tuesday morning the wholesalers and 
manufacturers held separate meetings, 
with their respective presidents presiding. 


Wholesalers Tuesday 


Morning Session 
Praterine G. SUMNER WILSON 


called the wholesalers to order and 

opened the proceedings by deliver- 
ing his annual address, saying, in part: 
“Industry has become exceedingly complex 
today and I am sure that we all realize 
the seriousness of the situation. The con- 
ditions through which we have been pass- 
ing present many new problems. Most im- 
portant among these is that the trend of 
prices from the ninety’s to the end of the 
World War was generally upward. The 
end of the war seems to have marked a 
turning point. Within the past few 
months quotations on some raw materials 
have gone back to where they were in the 
nineties. This reversal of the price trend 
is new. We have not had to contend with 
it before. No longer may we buy and hold 
with the assurance of profit. Is it not im- 
perative therefore that we adjust our ideas 
and methods to meet the present situa- 
tion? 


Left to right—Charles F. Reynolds, The Eberhard Mfg. Co., Don S. Brisbin, 

Columbus-McKinnon Chain Co., Mark Lyons, McGowin-Lyons Hdw. & Supply 

Co., C. B. Crets, Van Camp ae Iron Co., Arch McGregor, McGregor 
w. Co. 
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“I.do not mean to infer that new or 
more economical methods of distribution 
will be devised, but that men in all lines 
of business must become more critical of 
themselves and their methods. Our cur- 
rent experiences are, I believe, demonstrat- 
ing to retailers and also manufacturers the 
indispensable character of the service ren- 
dered by the wholesaler. We must coop- 
erate with our customers, the retailers, and 
use our best efforts to assist them in mer- 
chandising hardware in the most aggres- 
sive and progressive manner. At the same 
time manufacturers should cooperate with 
us by desisting from any practices which 
tend to undermine the retailer and the 
wholesaler and which complicate the newer 
problems we are facing. 


“The wholesaler has been pressed by the 
manufacturer for volume. Distribution 
channels have become jammed and, in ad- 
dition to serving the manufacturer, whole- 
salers have been required to carry a part 
of the load of the retailer, giving him ser- 
vice of a superior quality and assuming 
part of his financial burden. 


Wholesalers Retailing 


“Wholesalers have been criticized for re- 
tailing. I am referring to those cases 
where wholesalers sell consumers at whole- 
sale prices. If there is: any tendency 9n 
the part of wholesalers in any part of the 
country to sell consumers regular hard- 
ware items such as housefurnishings, tools, 
etc., this is a practice which should be dis- 
continued. However, the wholesaler has 
also been menaced by the competition of 
the manufacturer. As an association and 
individually we have no objection to a man- 
ufacturer selling direct to the retail trade 
and announcing that this is his policy, but 
we do most strenuously object to the unfair 
practices of some manufacturers, who sell 
75 per cent or 80 per cent of their output 
to wholesalers and then dispose of the bal- 
ance to retailers. I mean those performing 
the retail function regardless of whether 
they are large retailers, chain stores or so- 
called wholesale catalog houses, at a price 
which enables them to undersell and dis- 
credit the retailer who is the wholesaler’s 
customer, 

“T am advised that certain of our mem- 
bers individually have taken it upon them- 
selves to classify the manufacturers from 
whom they purchase. They have done this 


by making up a list of all the manufac- 
turers from whom they buy over a thou- 
sand dollars’ worth per year, and with this 
list as a basis they have secured informa- 













Left to right—F. W. Chapman, Lyon Metal Products Co., C. B. Cage, W. G. 
Shelton and H. R. Patterson, Remington Arms Co., Inc. 


tion as to the selling policies of these man- 
ufacturers. Such action on the part of an 
individual house is perfectly legal.” 

He closed with a tribute to the efficient 
service rendered by Secretary Fernley, and 
a request that the membership take full 
advantage of his ability and willingness to 
serve. 

The report of the secretary-treasurer had 
been printed for distribution and was pre- 
sented and adopted at this time. 


George N. Groff then read the report ot 
Chairman Philbrick of the “committee on 
the cost of doing business for the year 
1930,” which revealed the following facts: 

One hundred and eighteen reports from 
all parts of the country, from members of 
the National Hardware Association, show 
an average loss of one dollar on each $100 
of sales. This loss is arrived at after in- 
cluding as an expense Federal taxes and 
6 per cent interest on investment. There 
was a profit of $1.40 in the year 1929. If 
we use $1,000,000 of sales each year as the 
unit instead of $100 there was a loss of 
$10,900 on each $1,000,000 of sales in 1930, 
compared with a profit of $14,000 on each 
$1,000,000 of sales in 1929, 

Shannon Crandall, California Hardware 
Co., Los Angeles, then spoke briefly on the 
subject of “Overhead Expense.” Mr. 
Crandall declared that on each dollar’s 
worth of material that we are concerned in 
marketing, by the time each dollar of 
primary cost gets to the ultimate con- 
sumer, we have spent on it what we term 
overhead of approximately one dollar and 
fifteen cents. There is an overburden of 
expense in getting the goods from the pro- 
ducer to the consumer. Unless this over- 
head is lowered, some one will devise a 
system which will transact the business at 
a lower cost and our function in the eco- 
nomical chain will cease. We have evi- 
dence of this in the chain and mail order 
houses. He illustrated several examples 
showing that under present conditions, 
when competition is met, there is inade- 


quate compensation for all the services 
rendered in the wholesaler system of dis- 
tribution. He asserted that about 40 per 
cent of the wholesaler’s overhead is fixed 
and cannot be materially reduced. The 
other 60 per cent is likewise difficult to 
lower. 
In conclusion, Mr. Crandall said:, 


“There are too many of us trying to di- 
vide the $1.15 which it costs to get that 
dollar item to the consumer. The answer 
to the problem is some form of arrange- 
ment by which some of us can step out of 
the picture. There are too many retailers, 
wholesalers and manufacturers. The only 
solution is by consolidation or merger or 
by mutually purchasing and actually sell- 
ing out one to the other, until the required 
number only remains in the picture.” 

There was then some discussion of this 
problem before the next regular speaker 
was introduced. 


A. J. Bihler Speaks 


The next speaker was A. J. Bihler, pres- 
ident, James C, Lindsay Hardware Co., 
Pittsburgh, Pa., who discussed the subject 
“Compensation of Salesmen.” Since com- 
pensation is so closely related to sales and 
profits, he first compared the volume of 
business from Jan. 1 to Sept. 1, 1931, with 
that of 1930. This, he said, revealed the 
hard task before wholesalers in trying to 
reduce expenses in keeping with the de- 
creased volume. Readjustments in the 
wage scale must be made even though dis- 
tasteful to us. This is comparatively easy 
as regards salaries of house employees, but 
more difficult in the matter of salesmen, as 
so many factors have to be taken into con- 
sideration. No hard and fast rule can be 
followed, in his estimation. 

He then outlined conditions which con- 
front the wholesaler and declared that the 
salesmen should have a better knowledge 
of the vital facts. They are in a way 
partners in the business, and should share 
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in the extra expense just as readily as they 
share in our prosperity. The percentage 
of profit plan of compensation is used by 
many wholesalers, he said, and is one of the 
best methods. Some houses give credit 
only on the goods which are sold personal- 
ly; others give a certain percentage on 
sales from those customers on which the 
salesman calls regularly, while there are 
some houses which pay the same _per- 
centage on mail and house sales as on 
those made through personal effort. In 
many cases drawing accounts exceed earn- 
ings. Would it not be best, he asked, that 
remuneration be based on past perform- 
ance and not on promises or what one ex- 
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pects to sell? Drawing accounts can be in- 
creased, he said, as sales and profits war- 
rant it, while reductions in the amount 
may bring dissatisfaction. He intimated 
that a large drawing account is apt to 
make a mere ordertaker out of a sales- 
man rather than an energetic hustler for 
business. 

Mr. Bihler than asked if the association 
would express itself on the following pro- 
gram: 

First. That the rate of compensation 
should be based on the profits of personal 
sales, 

Second. That if conditions in the terri- 
tory are such that it is advisable to recog- 
nize mail and house business, that the per- 
centage allowed should be considerably 
less than on goods sold through personal 
effort. 

Third. That the salesman is not en- 
titled to any credit on mail orders from the 
territory he covers, from merchants with 
whom he has no personal contact. Many 
wholesalers have mail order departments 
developed through their own efforts, and 
the expense of this department should be 
taken care of by the volume of business re- 
ceived. 

Fourth. That the carrying of outside 
lines should be discouraged and not per- 
mitted except by written consent. 

Mr. Bihler also discussed selling prices, 
special concessions, etc., and whether extra 


profits should be considered as such or as 


a basis for revising selling prices. 
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Distribution of Specialties 

The next speaker was W. N. Dixon; 
Brown-Rogers-Dixon Co., Winston-Salem, 
N. C. He spoke on “The Profitable Dis- 
tribution of Specialties.” Among other 
things, he said: I firmly believe that the 
hardware jobber who continues to confine 
his activities to staple items and passes 
up the so-called specialties will cease to 
show a profit on his investment, if he does 
not pass out of the picture altogether. He 
then went on to discuss the matter from the 
standpoint of profits. In this connection 
he mentioned how the dealers of a certain 
section of California sold a total of 9897 
electric refrigerators during a cooperative 
sales campaign covering about thirteen 
weeks. 

He further referred to the number of 
radio sets in use today and the further op- 
portunities for profitable business in this 
line. In regard to sporting goods, he said: 
The total sales of sporting goods for the 
year 1929 was $55,145,000. Of this 
amount $38,787,000 worth was distributed 
through wholesalers. For the same year 
the sales of clocks, watches and parts was 
$88,665.000, of which $54,877,000 was dis- 
tributed through the jobber. Mechanical 
refrigeration sales of the same year 
amounted to $161,334,000, of which $155,- 
985,000 was sold through wholesalers. Mr. 
Dixon mentioned other lines, which he re- 
ferred to as specialties, and which, he de- 
clared were profitable ones for the whole- 
saler to handle and push. These specia?- 
ties, he said, should pass through whole- 
saler channels, and if they did not the 
fault would lie with the wholesalers them- 
selves. 
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The balance of the session was given over 
to a consideration of the merchandising of 
electrical and gas appliances by utility 
companies. There were two speakers on 
the program, the first being D. F. Kelly, 
president, The Fair, Chicago, and also 
president of the National Retail Dry Goods 
Association. He opened his address by 
expressing his appreciation of the services 
rendered by R. J. Atkinson in bringing 
about cooperation in solving the electrical 
merchandising problem. He then outlined 
the happenings beginning in 1927, which 
resulted in a committee representing the 










N.E.L.A. meeting with a like committee 
of the N.R.D.G.A. to arrive at an under- 
standing, if possible, concerning the sale 
of electrical merchandise, with the thought 
in mind of eliminating what was believed 


to be unfair practices. This committee 
held several meetings and formed a tenta- 
tive code of ethics, but as no one supported 
the understanding, no improvement of 2 
tangible nature was made. 

Last fall, he said, the subject was re- 
vived, and representatives of the N.E.L.A., 
the N.R.D.G.A. and the National Hardware 
Association organized. Several meetings 
were held in New York, which were at- 
tended by representative men in the utility 
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and merchandising fields. Out of these 
meetings grew a plan to establish the Joint 
Electrical Merchandising Committee, to 
make a study of all the complaints that had 
been received. Following the study, a 
Statement of Merchandising Procedure was 
submitted by our committee at its meet- 
ing with the representatives of the N.E. 
L.A. at Atlantic City on June 9, 1931, and 
was adopted. 

Since the adoption of this Statement of 
Merchandising Procedure, which has ap- 
peared in previous issues of HARDWARE 
Ace, several meetings have been held with 
the representatives of the utility and met- 
chandising’ organizations, at all of which, 
Mr. Kelly said, every indication of willing- 
ness to cooperate with the merchants was 
demonstrated by the utility companies. 

At this point Mr. Kelly mentioned sev- 
eral examples of what he termed such co- 
operation. Many complaints, he said, had 
been eliminated through the application 
of the Statement of Merchandising Pro- 
cedure, and so far as he knew no com- 
plaints had been registered from any part 
of the country since the adoption of it. 

We must concede, he declared, that the 
utility companies did not go into the mer- 
chandising business from choice. Other 
stores were not in position to pioneer in 
the merchandising of electrical and gas 
appliances. The utilities went into it to 
increase their light and gas loads. Our 
objection to the methods they used was 
that appliances were sold on a basis that 
did not carry a profit to the utilities or the 
merchants. The utilities in turn must con- 
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cede to the merchant the right to a rea- 
sonable profit, and must under no condi- 
tion make any concessions that are obvi- 
ously unfair to the competing merchant. 

We must assume, he said, that everyone 
in business—manufacturers, retailers and 
utilities—are honest. We are not con- 
cerned with what was done by the utility 
companies in the past; we are concerned 
with the present and the future. I have 
no patience, he added, with those who 
believe all from which we are suffering 
may be solved by a gesture of Govern- 
ment. If a small proportion of the time 
spent heretofore in trying to involve the 
Government in the affairs of business were 
spent by business men in getting together 
and giving and taking, on the assumption 
that ‘we are all honest and desirous of 
doing business in an honest manner, the 
era of depression would soon end. 

Mr. Kelly was followed by J. F. Owens, 
president, Oklahoma Gas & Electric Co. 
and president of the N.E.L.A. Mr. Owens 
spoke largely on the value of cooperation 
in solving business problems such as the 
one involved in the electrical merchandise 
controversy. Cooperation, he said, means 
understanding; therefore we should try to 
understand the other fellow’s problem. 

He then went on to give the viewpoint 
of the electric utility companies on the 
question of electrical merchandising. It is 
their view, he said, that they have aedefi- 
nite responsibility to their customers and 
the public generally with respect to elec- 
trical development. This responsibility is 
not confined alone to the rendering of ade- 
quate and reliable electric supply at lowest 
possible rates. It includes the research 
and development of applications and equip- 
ment for the utilization of this service. lt 
includes a responsibility for the character 
and quality of electrical appliances offered 
to the public. Experience proves, he added, 
that the public looks to the electric utility 


company for adequate service from the ap- 
pliances they purchase; therefore the util- 
ity must assume such responsibility. 

He then went into detail in relating the 
reasons which make it necessary for the 
utility company to build its power load in 





Cc. J. WHIPPLE 
Hibbard, Spencer, Bartlett & Co. 


order to give adequate service at rates which 
the consumer of current feels that he can 
afford to pay. The utilities felt, he ex- 
plained, that it was necessary for them to 
merchandise appliances in ,order to build 
the power load and at the same time pro- 
tect their customers as to the character 
and quality of appliances sold. There is 
an erroneous impression, Mr. Owens said, 
regarding the amount of electrical mer- 
chandise sales actually done by the utili- 
ties. On household appliances the _ utili- 
ties did about 30 per cent of the total vol- 
ume last year. It is estimated that of the 
over the counter merchandise, the utilities 
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sell no more than 15 per cent to 20 per 
cent of the otal. 

It is the viewpoint of the utilities, ac- 
cording to Mr. Owens, that their continu- 
ance in the merchandising business, par- 
ticularly of those appliances which are in 
the promotional stage, is of extreme value 
to all other merchandisers of electric ap- 
pliances, due to the opening up, and wid- 
ening of potential markets. He closed with 
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a reference to the cooperative meetings 
mentioned by Mr. Kelly, and expressed the 
belief that these meetings may have a more 
far-reaching effect than merely the matter 
of discussion of electrical merchandising. 

There was some discussion following Mr. 
Owens’ address, one of the speakers being 
R. B. Austin, president, Thompson Hard- 
ware Co., Topeka, Kan. Mr. Austin felt 
that the presentations brought out ques- 
tions that should promote full discussion 
of the subject of utility companies met- 
chandising. He said that he spent most 
of his time last winter in the Legislature 
of Kansas, in connection with the passage 
of the law to prohibit the merchandising 
of appliances by utilities in that State. 
There is a big difference, he pointed out, 
between cooperation and appropriation. 
The companies that had been given a mo- 
nopoly in the State for the manufacture of 
gas and electricity had appropriated for 
themselves the right to put in merchandis- 
ing stores and to conduct those stores 
avowedly at losses, which they termed the 
cost of obtaining new business. A similar 
law was enacted in Oklahoma, and is being 
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recognized by the utility companies. In 
Kansas, however, some interests have re- 
fused to recognize the law and _ have 
brought suit to test its validity. I do not 
see, he said, how there can be any co- 
operation. between one class of merchants 
who stand naked in their attempt to make 
a profit, and another class whose capital 
investment is made certain by agreement 
from the State as to the rates that may 
be charged in order to produce an 8 per 
cent return on capital. At the conclusion 
of the discussion, the session was ad- 
journed. 


Manufacturers Tuesday 
Morning Session 


4 \HE Tuesday morning session of the 
manufacturers started with a short 
address by President Stone., He gave 

a brief review of what had been accom- 

plished during his regime. In this connec- 

tion he commended very highly the services 
of Secretary Rockwell for the efficient man- 
ner in which the association activities had 
been handled. The Hardware Association, 
he said, should take a more aggressive 
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attitude in important questions, such as 
that presented by the Sherman Act. 
will get nowhere, he said, without con- 
certed action and a definite goal. 
touched on 
freight rates, small orders and the increased 
handling charges of the same, and adver- 
tising and hotel rates. 


We 


He also 


the questions of increased 


He insisted that 
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some advertising and hotel rates were still 
too high and placed a burden upon the 
manufacturer. 

He then spoke on the brighter side of 
the picture, mentioning the fact that there 
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had been little residential building for a 
long period of time and unquestionably 
there would be increased activity in this 
line before long. He also cited the ad- 
ministration program in regard to banks, 
saying that he thought this would restore 
confidence and would thus aid substantially 
toward a recovery. He advised dealers to 
stock more complete lines. Many dealers, 
he said, are out of articles which they 
should be carrying regularly in their stock. 
This, if continued, would ‘undoubtedly turn 
trade to other channels:to the detriment 
of the hardware industry. In closing he 
read a poem recently sent to him entitled 


“We Are Just Out.” The poem was defi- 
nite and to the point and created consid- 
erable interest. 

President Stone then introduced J. Har- 
vey Williams, of J. H. Williams & Co., 
New York City, who spoke on the subject, 
“A Cure for Our Sherman Act Troubles.” 
Mr. Williams started out by saying that in 
the light of the circumstances surrounding 
the origin of the Sherman Act, and in the 
opinion of its draftsman, Senator George 
F. Hoar of Massachusetts, rendered pro- 
fessionally in 1921, just thirteen months 
after the passage of the act, it is difficult 
to accept patiently the statements of the 
present generation of attorneys and public 
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officials who promulgate the notion that 
Congress intended to outlaw all cooper- 
ative efforts to restrain competition. 

He then pojnted out that it was evi- 
dently not the-intention of Congress at the 
time the act was passed to have it applied 
as it is so often applied today. In other 
words, it was the intention to put the con- 
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sumer and the producer more on a parity 
rather than to apply the law entirely from 
the viewpoint of the consumer. He then 
went on to cite many instances in which 
the law acts or reacts unfavorably to mod- 
ern business and suggested a remedy. The 
talk was so directly to the point and of 
such consequence to the trade that we 
sincerely deplore the fact that we are un- 
able to publish it in full. However, the 
association passed a resolution ordering 
the secretary to have the address published 
in detail for distribution to the members. 


The Remedy 


The remedy suggested by Mr. Williams 
was somewhat as follows: The first step, 
to be an appointment by Congress of a 
committee to investigate carefully all the 
phases of the workings of the Anti-Trust 
laws to determine whether these evils can 
be remedied without sacrifice of the funda- 
mental purpose of these laws. That step, 
of course, should precede any definite ac- 
tion with respect to any particular phase 
of the problem or to any specially favored 
industry. Second, it will be necessary for 
the committee to review and determine 
what our national economic philosophy 
should be, and to answer such questions 
as: What is the type of competition which 
will best serve our national needs; what 
are the elements that compose public in- 
terest; what tendencies should we promote 
(not regulated) as between production and 
consumption, buyer and seller, working 
hours, leisure hours and purchasing power; 
which industries will best. serve the na- 
tional interest as regulated monopolies and 
which as unregulated competitors? Once 
the answers to these fundamental ques- 
tions have been determined, Congress will 
then be able to determine the precise ac- 
tion needed to achieve the desired status 
but not before. There is one type of 
remedy perhaps the simplest and most 
natural and the one embodying the prin- 
ciples most proven by economic experi- 
ence. 

It is not impossible that we might re- 
vert to the old fashion principles of eco- 
nomics as applied to modern conditions in 
some such manner as this: let it be de- 
termined in the first place that economically 
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our population consists of producers, in- 
vestors and consumers, that equilibrium 
not only between these groups but also as 
between the various broad subdivisions of 
these groups is essential to economic 
bounds and contention. If at times chang- 
ing conditions operate to disadvantage of 
one or another of these groups the free 
play of economic forces will operate sooner 
or later to restore the lost equilibrium, 
provided the parties are left free to find 
their own solutions unrestricted by arti- 
ficially imposed “thou shalt not”—to the 
extent however that one group seeks domi- 
nation over another by means of force or 
oppression or other means, that the con- 
sensus of the public interest—again pro- 
ducer, investor and producer—considers 
this detrimental to the combined group, 
then and then only let government in- 
tervene. 

Let us retain the salutary civil and crim- 
inal provisions of the Sherman Act insofar 
as they outlaw greed in the form of un- 
regulated monopoly and all forms of un- 
fair competition which tend thereto. Sec- 
ondly, let us determine which products of 
industry, if any, are really indispensable 
to national welfare of our present compli- 
cated civilization or the national defence 
or to both, and let us ask ourselves, too, 
whether their nature is such as to lend 
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themselves, like transportation, communi- 
cations, and utilities, to the well-estab- 
lished principles of regulated monopoly. 
Then, if in any particular industry these 
factors are all present, and if in addition 
the units are so few and their management 





so unenlightened that they seem likely to 
defy economic law by practising extortion 
upon the public, let us find it necessary to 
the nation’s interest that this industry be 
considered a public utility and be handled 
under the principles of regulated mon- 
opoly. But wherever, on the other hand, all 
these factors are not present among the 
general run of all producing and distrib- 
uting industries, let nature take its course 
under any type of agreement these indus- 
tries may seem fit to make—wisely or un- 
wisely—but subject to public accounta- 
bility upon complaint for transgressing the 
bounds of unreasonable restraint of trade 
as interpreted in the old document of the 
common law. 

In other words, if the members of any 
industry wish by their action to drive their 
customers to fhe use of competitive prod- 
ucts or otherwise to create sales resistance 
or to inyite new competition, then by all 
means let them do so, so long as they are 
not in the regulated monopoly class as above 
defined. If the extent of their restraint 
is sufficiently unreasonable to constitute 
a willful offense against the public interest 
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the majesty of the law will then assert 
itself precisely as it does in all other 
phases of transgression where people are 
assumed to be innocent until proved guilty. 

Mr. Williams stated that he was opposed 
to the bill favored by the American Bar 
Association providing for the creation of a 
tribunal before which members of an in- 
dustry can bring their proposed agreements 
for approval in advance of taking action. 
He said his objection was based on the 
fact that such a procedure would be use- 
ful only as to proposed mergers. If the 
purposes were limited thereto .and it was 
so understood by industry, the plan would 
be very helpful as to proposed mergers, 
and should meet with general approval as 
it would remove much uncertainty, delay 
and expense. The present form, however, 
would inevitably lead the industry to think 
that the problems of general industry are 
thereby going to be solved, while on the 
contrary such a tribunal bill leaves un- 
touched the problem of practically all dis- 
tributors and most of the producers 
throughout the country and that problem 
includes price demoralization and profitless 
prosperity. 

The next speaker on the program was 
Murray Sargent, of Sargent & Co., New 
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EXPLANATORY NOTE OF PRICES 


Items 1, 2, 8, 4, 5 and 6 represent Dollars per gross ton 
(2240 Ibs.). 

Items 7, 8, 9, 10, 11, 12, 13, 14, 15, 16, 17, 18, 19 and 20 repre- 
sent Dollars per hundred pounds. 

Item 21 represents discounts from Price List which would 


need to be consulted. 
For Example: T bl 

1st item, Pig Iron, Basic—Valley, $16.75 per gross ton a e 
(2240 lbs.). 

2nd item, Foundry Pig Iron, No. 2—Chicago, $11.00 per 
gross ton (2240 lbs.). metal 

7th item, Common Iron Bars, Pittsburgh, 95/100 of a 
Dollar (equals 95c.) per 100 lbs. 

9th item, Tank Plates, Pittsburgh, $1.00 per 100 lbs., etc. 











OMMENTS :—Except where otherwise stated, the figures below show the monthly ; 
lowest prices ruling at any particular dates. It wiil be noted that Ingot copper, Elec 
equivalent average for September, 1931, is 7.25 whereas the low for September was 

Attention is particularly called to the long price movement starting in April, 1915, ac 

1917, to points that probably will never be surpassed in this generation. In November, 1! 
or fixed by the Government on a majority of these items. The strong market continue 
Armistice. Then there was a “marking time” or gradual easing off until late 1919, when t 
again by leaps and bounds until July, 1920. This was the turning point of the greatest m 
times, and was followed by the Post-War deflation culminating early in 1922. The mark 
movement during the period of 1922 coal strike, followed by recession after the strike; the 
in January, 1923, culminating in April, 1923. Then a long period of recession with an uj 
ing 1929 but followed by a definite turn downward to the present time. 

In considering this chart the facts should be taken into consideration that the cost of 


prior to 1914, and the value of money or the purchasing power of the dollar much less. 
OLIVI 











Item Price Dec. | Sept. | Sept.5/} Oct. 2 | Oct. 1 | Oct. 1 | Nov. 1 |Dec. | 

No. Material Based, 1897 | 1899 | 1900 | 1902 | 1903 | 1904 | 1905 | 1906 
F.O.B. 

1 | Pig Iron, Basic............ Valley | | | 16.75 | 23.0 





2 | Foundry Pig Iron, No. 2...Chicago | 11.00 | 21.00 | 15.50 | 23.00 | 15.75 | 13.50 | 17.75 | 25.5¢ 





3 Bessemer Pig Iron..... Pittsburgh 10.00 | 23.75 | 14.00 | 21.75 | 16.35 | 12.85 | 16.85 | 23.85 





e Steel Billets Bessemer. Pittsburgh 14.90 | 38.00 | 17.50 | 29.00 | 27.00 | 19.50 | 26.00 | 29.5¢ 

















5 Wire Rods............ Pittsburgh | 22.00 33.00 | 35.50 | 34.00 | 26.00 | 32.00 | 39.06 
6 Heavy Steel Scrap....... Chicago 7.75 | 15.50 9.00 | 18.50 | 13.00 | 10.00 | 14.50 | 17.50 
7 Common Iron Bars. .... Pittsburgh 95 1.95 1.30 1.80 1.50 1.30 1.80 1.80 
8 Merchant Steel Bars. .. Pittsburgh .95 2.50 1.10 1.60 1.60 1.30 1.50 1.60 
9 Tank Plates........... Pittsburgh 1.00 2.75 1.10 j 1.75 1.60 1.40 1.75 1.70 





10 Structural Material... . . Pittsburgh 1.05 2.25 1.45 1.85 1.60 1.40 1.70 1.70 





11 Steel Sheets, No. 28 Black Pittsburgh 2.05 3.25 3.00 2.65 2.55 2.00 2.15 2.50 





12 Steel Sheets, No. 28 Galv. Pittsburgh 3.10 3.20 3.60 





13 Barb Wire—Galv...... Pittsburgh 1.60 3.25 2.80 2.50 2.60 2.05 2.25 2.45 








14 Wire Nails—Standard_. . Pittsburgh 1.20 2.65 2.20 1.90 2.00 1.60 1.80 2.00 







































































15 a Pittsburgh 2.40 1.95 2.05 2.15 1.60 1.65 | 2.05 
16 Copper, Ingot.......... New York 10.75 | 18.50 | 16.75 | 11.55 | 13.50 | 12.75 | 16.624] 23.00 
17 Spelter—Zinc........... St. Louis 3.774] 5.35 | 4.024) 5.25 | 5.65 | 5.00 | 6.10 | 6.55 
18) Lead—Pigs............. St. Louis 3.574] 4.50 4.324] 4.10 | 4.40 | 4.20 5.25 | 6.15 
1 |. area New York | 13.70 | 32.00 | 30.75 | 25.00 | 25.90 | 27.86 | 32.60 | 42.70 
20 BUND. 6c ecuiwe Pittsburgh 3.10 | 4.65 | 4.65 | 4.00 | 3.80 | 3.30 | 3.45 | 3.90 
a1 Steel Pipe . .........Pittsburgh | | | 70% | 67% | 75% | 784% | 79% | 75% 














(For the sake of quick comparison, we have added two columns to the chart, one column indicating the lowest pric 
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Compiled by OLIVER BROTHERS, INC., New York and Pit 


DITOR’S NOTE:—We again submit the revised TABLE OF MARKET VA 
by Oliver Brothers, Inc., of New York and Pittsburgh, who are recognized as 4 
reliable sources of price information in America. Requests have come from all parts q 
additional copies of the previous issues of this Chart, which is an indication of the value 
of the information herein contained. 


We believe that the work involved in compilation and the value of the information 
justify this Table being made a permanent record of your office. 


We again express to Oliver Brothers, Inc., our appreciation of their courtesy in 
Chart, and which we recognize as a service rendered the trade by their organization. 













Aug. April | March | The Pes ——- May /Mar. 21) Dec. | April | Sept. | Jan. | Oct. 





















































































































































































































1 Dec. 22} July July | Mar. | Jan. | Jan.1{ Jan. July or Agree me 
3 | 1906 | 1907 | 1908 | 1909 | 1910 | 1912 | 1913 | 1914 | 1915 | 1917 | josy | Nec“totz | 1918 So, ter 1919 | 1920 | 1920 | 1921 | 1921 
5 | 23.00 | 22.00 | 14.50 | 14.95 | 16.88 | 12.37 | 16.45 | 13.00 | 12.50 | 32.00 |Hish 5499) 33.99 | 32.00 | 25.75 | 34.30 | 42.17 | 48.50 | 30.00 | 19.62 
5 | 25.50 | 24.50 | 17.50 | 16.50 | 19.00 | 14.00 | 18.48 | 14.44 | 13.50 | 35.65 |, Hish&.)| 33.50 | 33.50 | 27.25 | 37.30 | 43.50 | 46.75 | 33.16 | 22.36 
5 | 23.85 | 22.90 | 16.90 | 16.40 | 19.90 | 15.15 | 18.15 | 14.90 | 14.55 | 37.65 [fle 3693) 37.25 | 36.15 | 27.95 | 35.30 | 43.50 | 50.46 | 33.96 | 21.96 
) | 29.50 | 34.00 | 27.00 | 25.00 | 27.00 | 19.50 | 28.40 | 20.17 | 19.50 | 70.00 |,,Hish&, j4x4al 47.50) 4750 | 38.50 | 38.50 | 60.00 “60.00 | 43.50 | 29.00 
) | 39.00 | 36.50 | 33.00 | 33.00 | 33.00 | 24.50 | 30.00 | 25.25 | 25.00 | 80.00 |, Hieh® || 57.00 | 57.00 | 52.00 | 52.00t “2m $7.00 | 67.00 | 40.60 
) | 17.50 | 15.50 | 11.50 | 12.50 | 16.50 | 10.50 | 12.75 | 9.75 | 9.15 | 24.25 | 35.50 | 28.50 | 28.75 | 16.05 | 21.55 | 23.75 | 24.81 | 16.13 | 12.44 
»} 180] 1.70] 140] 140] 1.70] 1.25] 1.65] 1.25 | 1.20 | 3.60 [ith 32) 3509 | 3.50] 2.35] 3.45 | 405] 450] 281] 1.95 
»} 1.60] 160] 1.40] 1.20] 148] 1.15] 140] 1.18 | 1.20 | 3.25 |, Hish&) 200 | 2.90 | 2.35 2.351 - | = 235 | 1.65 
| 1.70] 1.70] 1.60} 1.30] 1.55] 1.15] 1.50] 1.18 1.20 | 4.35 |Hish 1000) 3258 | 3.25 | 265] 2.65t| 212 = 2.65 | 1.60 
)) 1.70] 1.70] 1.60] 1.30] 1.55] 1.25] 1.50] 118 | 1.20 | 3.50 |, Hishé. | 3.00 | 3.00 | 245 | 245t) 332 | 340 2.45 | 1.60 
; | 250] 250] 240] 225] 235] 1.90] 232] 1.88 | 1.80 | 4.90 jffsh $0) 5.00 | 5.00 | 4.35] 4.35t) $3) | zg; | £36] 8.00 | 
| 3.60] 3.75] 3.55 | 3.25 | 3.50 | 290] 3.47 | 2.87 | 3.40 | 7.00 |Hish 190 6.25 | 6.25 | 5.70] 5S.70t| 739 | gar, | 5-70] 4.00 
| 245] 245] 240] 240) 215] 185] 2.15] 1.95 | 215 | 4.05 |, Hish& | 400 | 435 | 4.10] 4.10 | or 2 4.10 | 8.65 
2.00 | 2.00] 1.95] 1.95 | 185] 155] 1.75 | 1.55 | 1.55 [45 8,W-iHigh &Ave) 3.89 | 3.50, 3.25 3.25¢, 2 | S| eee) Se 
2.05 | 2.05 | 1.75 | 1.80 | 180] 1.50] 1.70] 155 | 1.55 | 3.50 |, Hih&| 435 | 4.00] 4.25] 5.70 | 68s | 685 | 5.01| 3.30 | 
4] 23.00 | 21.00 | 12.874] 13.00 | 13.93 | 14.25 | 16.90 | 12.68 | 17.10 | 35.75 | 28.90 | 23.50 | 23.50 | 15.01 | 18.48 | 18.54 | 18.05 | 12.86 | 12.76 
6.55 | 5.80 | 4.35 | 465] 6.00] 610] 7.05 | 545 | 11.25 ; 1065 | 865 | 7.95 | 7.14 | 6.20] 8.39 | 8.25 | 7.75 | 6.44 | 461 
6.15 | 5.00 | 4.40 | 3.824) 460) 445 | 420] 3.74 4.11 9.53 | 10.65 6.25 | 6.70 | 5.00 | 6.89 | 8.70 | 8.25 | 478 | 4.47 
42.70 | 40.25 | 27.20 | 28.65 | 32.74 | 44.50 | 50.45 [High 65001 47.98 | 54.36 | 62.60 | Nominal | High | 67.00 | 54.81 | 62.20 | 44.65 | 35.94 | 27.70 
3.90 | 3.90 3.70} 3.45 | 3.60] 3.40] 3.60 3.50 3.20 8.00 See | 7.75 | 7.75 | 7.00 7.00+ = bp 7.00 | 6.13 | 
| 75% | 72% | 74% | 79% | 78% | 81% | 80% | 80% | 80% | 60% | 42% | 51% | 51% | 574% S74%t| BE ee | 818% | 684% 









































west prices since 1897 on each individual item, the second column showing the highest prices on the same items. 
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lho are recognized as one of the most 
b come from all parts of the world for 
indication of the value and importance 








lue of the information set forth would 







of their courtesy in supplying this 
their organization. 









ember, 1931, of the principal iron, steel, wire and 
variety of hardware and kindred supply lines 


” OTE: Prices under the heading “March 21, 1919”, and those marked by dagger (+), represent 
the Steel Corporation’s prices (to which they adhered strictly) and which customarily are fol- 


lowed by the Independent mills. 


are shown on the chart because of the two markets prevailing on certain steel items. 
instances the upper price in each individual box indicates the one adopted by the U. S. Steel Cor- 


poration and the lower price indicates figures that were secured in the open market. 


From Jan. 1920 to Jan. 1921, in some instances, two sets of prices 


In such 


These two 


markets were caused by the Steel Corporation maintaining the prices suggested in Washington in 
March, 1919, while the outside market was regulated to a considerable extent by the law of Supply 
and Demand. This dual price market ceased to exist in November and December, 1920, as demand 
had fallen off, but was renewed spasmodically in 1921 when the so-called Independents cut under the 
Corporation’s prices, but in every instance the Leading Interests were quick to follow a reduction 


when they had assurances that the reduction was bona fide. 






























































































































































































































































































































































Sept. | Jan. | Oct. | Mar. | Sept. | Dec. | Jan. | Apr. | May | Sept. | Sept. | Sept. | Sept. | Sept. | Sept. | April | Sept. | April {| Sept. | April Set, | ‘oe | Highest | Ttem 
1920 | 1921 | 1921 | 1922 | 1922 | 1922 | 1923 | 1923 | 1923 | 1923 | 1924 | 1925 | 1926 | 1927 | 1928 | 1929 | 1929 | 1930 | 1930 | 1931 | 1931 | y4g97 | ig97 | No. 

7 | 48.50 | 30.00 | 19.62 | 17.90 | 31.12 | 24.90 | 26.61 | 31.00 | 29.46 | 24.66 | 20.76 | 19.96 | 19.26 | 17.11 | 17.00 | 18.00 | 18.50| 18.60 | 17.00 | 16.50 | 00 |" 1 
D | 46.75 | 33.16 | 22.36 | 20.47 | 32.933] 28.41 | 29.32 | 32.61 | 32.61 | 27.11 | 21.11 | 20.80 | 21.25 | 20.11 | 18.50 | 20.00 | 20.00 | 19.50 | 17.50 | 17.50 | 17.50 [Petz 897] July 1917] 
D | 50.46 | 33.96 | 21.96 | 20.92 | 35.32 | 29.95 | 29.27 | 32.77 | 32.10 | 28.264] 22.01 | 20.96 | 20.38 | 18.00 | 19.26 | 20.26 | 20.76 | 20.76 | 19.76 | 18.76 | s0.76 |i | os 
D | 60.00 | 43.60 | 29.00 | 28.13 | 39.55 | 36.65 | 37.64 | 46.71 | 46.05 | 42.50 | $7.00 | 33.60 | 35.00 | 33.00 | 33.00 | 36.00 | 35.00 | 33.00 | 31.00 | 30.00 | cose |i eB" ee 
$7.00 | 67.00 | 40.50 | 36.04 | 45.59 | 46.25 | 47.84 | 60.00 | 50.00 | 51.00 | 46.00 | 46.00 | 45.00 | 43.00 | 42.00 | 42.00 | 42.00 | 38.00 | 36.00 | 36.00 | 36.00 | Noy t8ee July tsr7] 
24.81 | 16.18 | 12.44 | 12.40 | 17.39 | 17.44 | 19.23 | 22.38 | 20.58 | 17.80 | 16.55 | 16.18 | 14.25 | 12.60 | 13.50 | 16.00 | 15.00 | 13.00 | 12.50 | 9.60 | 8.25 “ae June, 1917] 
so} 281] 195| 185| 293| 2473/ 252 | 2853 289| 2973 266] 260| 225 | 215| 1.75| 1.75 | 1.75 | 1.65 | 1.60 | 1.65 | 1.60 | Dets.289%)Juyi7] 
23 | 935 | 165 | 144] 2.08] 2.00] 202] 2673 2.43] 240| 210] 2.00] 200] 1.78] 190| 1.95 | 190] 180 | 160 | 165 | 1.60 | Sete" yp” eo 
26 | 265| 160| 143| 221| 2.00] 204] 260| 255| 260| 190| 1.80| 190 | 178| 190| 195 | 190| 180 | 160 | 165 | 1.60 |Pecqit72817/ g 
245 | 945] 160} 144] 2123] 2.00] 204] 2.473] 2.60] 260) 200] 1.90/ 200 | 1.78| 190] 195 | 190| 180 | 160 | 165 | 1.60 mi 2 oa 
43 | 435] 3.00] 300| 361| 3.35 | 3.35 | sos | s00| 385] 8.60| 310| 310 | 325/ 290/ 310 | s10/ 280 | 270 | 2.60 | 2.65 | May,J05%uy,917 1 
i, | 670 | 4.00| 4.00] 461] 495 435] 6.323] 6.25] 5.00| 460] 420] 430 | 4365] 3.90] 410 | 400] 3.80 | 3.60 | 3.30 | 3.40 |/sy.vI a 
«0 | 410| 865| 815| sa1| s35| s4s| s20| 3.85| 380| s49/| 3.95| 335 | 320| 3.95| 330 | s.20| 206 | 2.00 | 2.65 | 240 [Pec,s07/%zt7) 13 

325 | 325 | 290/ 245] 265| 2.70| 2.74 | 3.003 3.05| 300| 2.75] 265) 265 | 260) 255] 265 | 245] 216 | 200 | 1.90 | 1.80 | Pei3897| ’%:.97° 14 
68s | 6.01} 3.30| 278 | 290/ 3.00| 300| 3.25] 3.25/ 325 | 290| 280| 280 | 280| 270] 270 | 2.70| 2.60 | 2.60 | 2.60 | 2.50 | Jn,1912) Art920 415) 
18.05 | 12.85 | 12.75 | 13.03 | 14.21 | 14.46 | 14.92 | 17.16 | 16.16 | 13.873| 13.08 | 14.78 | 14.187| 13.05 | 14.95 | 19.928/,,| 18.03 | 16.74%/10] 10.44°/,o| 9.69 | 7.26. |Sevts,1931) Moi. o17 16 
7.75 | 644 | 461 | 465 | 669] 7.18] 695] 7.36 | 672 | 641 | 6.64] 7.75 | 7.423} 622 | 625] 6.631/,| 6.78 | 4.841/, | 4.27!/, | 4.04 ame: | “5° rs 

b | g.2s| 478] 447 | 446] 5.89 | 698| 7.60/ 8.06| 7.14) 6.71 | 800| 937] 8522| 6.06] 6.29| 7.03 | 6.69] 543 | 5.60 | 4.39 | 4.33 | Oct,,1914| Jats oI7 ys 
b | 44.65 | 36.94 | 27.70 | 29.17 | 32.44 | 37.70 | 39.18 | 46.93 | 43.23 | 41.60 | 49.12 | 58.07 | 68.923/ 61.49 | 48.07 | 45.97 | 45.38 | 36.07 | 29.64 | 26.12 | 24.68 | Dec..1997| Mix, 3518 19 
jo | 7.00} 618 | 468 | 4.75 | 476 | 4.765 | 5.74 | 6.71 | 6.624] 6.60 | 5.560 | 6.60 | 6.60] 65.26| 6.35 5.25 6.25 | 6.25 5.00 | 5.00 atta July. 1917] a9 
1% | 614% | 684% | 71% | 68% | 6% | 06% | 63% | 62% | 62% | 62% | 62% | 62% | 62% | 62% | 627% | 62% | 64% | 64% | 64% | 64% Dec. ot) Jongt917/ ay 



























































ember, 1931, of the principal iron, steel, wire and 
variety: of hardware and kindred supply lines 
New York and Pittsburgh 











OF MARKET VALUES made up * OTE: Prices under the heading “March 21, 1919”, and those marked by dagger (+), represent 
Iho are recognized as one of the most the Steel Corporation’s prices (to which they adhered strictly) and which customarily are fol- 
P come from all parts of the world for lowed by the Independent mills. From Jan. 1920 to Jan. 1921, in some instances, two sets of prices 
indication of the value and importance are shown on the chart because of the two markets prevailing on certain steel items. In such 
instances the upper price in each individual box indicates the one adopted by the U. S. Steel Cor- 
‘ ; poration and the lower price indicates figures that were secured in the open market. These two 
lue of the information set forth would markets were caused by the Steel Corporation maintaining the prices suggested in Washington in 
March, 1919, while the outside market was regulated to a considerable extent by the law of Supply 

3 : 2 ; and Demand. This dual price market ceased to exist in November and December, 1920, as demand 

of their courtesy in supplying this had fallen off, but was renewed spasmodically in 1921 when the so-called Independents cut under the 
their organization. Corporation’s prices, but in every instance the Leading Interests were quick to follow a reduction 
when they had assurances that the reduction was bona fide. 





























Lowest | Highest 
Since Since 


1931 | 1897 | 1897 | No. 





s - | May | Sept. | Sept. | Sept. Sept. | Sept. | Sept. | April Sept. 
D 1920 | 1921 | 1921 | 1922 |; 1922 | 1922 | 1923 | 1923 ; 1923 | 1923 | 1924 | 19265 1926 1927 | 1928 1929 1929 1930 1930 1931 





























































48.50 | 30.00 | 19.62 | 17.90 | 31.12 | 24.90 | 26.61 | 31.00 | 29.46 | 24.66 | 20.76 | 19.96 | 19.26 | 17.11 | 17.00 | 18.00 | 18.50/ 18.60 | 17.00 | 16.60 | 16.50 |7l%-{904|July, 1917) 
46.75 | 33.16 | 22.36 | 20.47 | 32.933] 28.41 | 29.32 | 32.61 | 32.61 | 27.11 | 21.11 | 20.80 | 21.26 | 20.11 | 18.50 | 20.00 | 20.00 | 19.60 | 17.60 | 17.50 | 17.60 |P°cs,1897| July toi7) 5 
Dec., 1897 | July, 1917 
10.00 56.95 3 
60.00 | 43.60 | 29.00 | 28.13 | 39.65 | 36.65 | 37.64 | 46.71 | 46.05 | 42.50 | 37.00 | 33.50 | 35.00 | 33.00 | 33.00 | 36.00 | 35.00 | 33.00 | 31.00 | 30.00 | 29.00 |P*c,d897| Jul. i17) 4 











$7.00 | 67.00 | 40.60 | 36.04 | 46.59 | 46.26 | 47.84 | 60.00 | 50.00 | 51.00 | 46.00 | 45.00 | 45.00 | 43.00 | 42.00 | 42.00 | 42.00 | 38.00 | 36.00 | 35.00 | 36.00 | Noy-t88 Jago te7) 5 














50.46 | 33.96 | 21.96 | 20.92 | 35.32 | 29.95 | 29.27 | 32.77 | 32.10 | 28.263] 22.01 | 20.96 | 20.38 | 18.00 | 19.26 | 20.26 | 20.76 | 20.76 | 19.76 18.76 | 18.76 












































































































































24.81 | 15.13 | 12.44 | 12.40 | 17.39 | 17.44 | 19.23 | 22.38 | 20.68 | 17.80 | 16.55 | 16.18 | 14.25 | 12.50 | 13.50 | 15.00 | 15.00 | 13.00 | 12.60 | 9.60 | 8.26 a 6 
450 | 281] 195 | 185] 233 | 2.473] 262] 2.853) 289 2.973] 266| 260| 225 | 215] 1.75| 175 | 175 | 165 | 160 | 1.65 | 1.60 Becan | a hl ary 
4 235 | 165 | 144] 208] 200] 202] 2673] 243] 240] 210] 2.00] 200 | 178] 190|/ 1.95 | 190| 180 | 160 | 165 | 1.60 | Qet!897) July. t17 ee 
26 | 265] 160| 149| 221| 200| 204| 260| 265| 250 190| 180| 190 | 1.78| 190| 195 | 190] 180 | 1.60 | 165 | 1.60 |Pe<,ds7|Junse7]  g 
245 | 945 | 160) 144] 2.123] 2.00| 204] 2.473! 250| 260] 200/ 190] 200 | 178| 190| 195 | 190] 180 | 160 | 165 | 1.60 Dee 1897, July 1917] yq 
1435 | 435] 3.00| 300|/ 361| 3.95| 3.95| 398| 390| 385 | 8.60| 310| 310 | 325| 290/ 310 | 3.10] 290 | 270 | 2.60 | 2.65 | Miy,Jel5 y,9%7 ne 
3 | 670 | 400] 400] 461] 436 | 436] 6.323/ 6.26 | 6.00| 460) 4.20/ 430 | 4.35] 3.90] 410 | 4.00/ 380 | 360 | 3.30 | 3.40 [72") “Steg!” 2 
41 | 410] 365] 315] 321 | 335| 343/ 3.80] 3.85 | 3.80| 849 | 3.35] 3.35 | 320| 3.26| 330 | 3.20 | 286 | 280 | 2.65 | 2.40 | Pesj807) July,i017 ie 

325 | 325 | 290| 245/ 265] 2.70| 274 | 3.003] 3.05 | 3.00/ 2.76| 265/ 265 | 250| 265| 265 | 245] 2165 | 200 | 1.90 | 1.80 |Pej87) 17:92 4 
oss | 601| s30| 278| 200| s00| s800| s25| s25| 325 | 2.00| 280| 280 | 280] 270| 270 | 270| 2.60 | 2.50 | 2.60 | 2.60 |%m,1912/Am-1020/ 15 
18.05 | 12.85 | 12.76 | 13.03 | 14.21 | 14.46 | 14.92 | 17.26 | 16.16 | 18.873| 13.08 | 14.78 | 14.187| 13.05 | 14.95 | 19,92%/,9| 18.03 | 16.74¢/,o| 10.44%/,| 9.69 | 7.26. |Sevt920/Mar-1917] 46 
7.75 | 644 | 461| 465] 6659| 7.13 | 695 | 7.35 | 6.72| 641 | 664| 7.75 | 7.423] 6.22] 6.25 | 6.631/,| 6.78 | 4.841/, | 4.271/, | 4.04 | 4.09 | Pec 1697 June, 1915] yy 
b | s2s| 478] 447 | 446] 680] 698 | 7.60] 806] 7.14] 671 | 8.00] 9.37| 8.522/ 6.05 | 629] 7.03 | 6.69] 5.43 | 6.60 | 4.39 | 4.33 | Ot1914 oo 




















Dec.. May, 1918 
51887 | 10.00 | 19 








44.65 | 35.94 | 27.70 | 29.17 | 32.44 | 37.70 | 39.18 | 46.93 | 43.23 | 41.60 | 49.12 | 58.07 | 68.923 | 61.49 | 48.07 | 45.97 | 45.38 | 36.07 | 29.64 25.12 | 24.68 




















Nov., 1898 July, 1917 
°2 85 18.00 20 


70 | 7.00 | 618/ 468/ 4.75| 4.75 | 4.75 | 6.74 | 6.71 | 56.624) 6.50/ 5.50/ 6.50 | 6.60| 626] 6.35 | 6.25 | 5.26 | 5.26 6.00 | 6.00 
} | 
—" — 21 


9.00 
srs% | 674% | 684% | 71% | 68% | 06% | 66% | 63% | 62% | 62% | 62% | 62% | 62% | 62% | 62% | 62% | 62% | 4% | 64% | 64% | 94% 




















































































































Haven, Conn., who spoke on the subject 
“The Turnover Watch Word.” President 
Hoover, he said, is credited with the state- 
ment that the ills of the economic body 
cannot be cured by government pronounce- 
ment. We hardware men in convention 
cannot take action that will change an 
unsound condition in hardware distribu- 
tion. We can, however, by discussion or 
resolution help to clarify the situation and 
point out a remedy. 

Turnover in its application to business 
matters is related to a number of elements. 
For example, labor and capital. In the 
hardware industry turnover has really be- 
come a fetish or watchword to a point 


where it has gone beyond reasonable 
bounds. The trade has been oversold on 
the idea. 


It must be recognized, he said, that 
manufacturers with products which are 
widely different, have equally diversified 
conditions governing their inventory. 
Wholesalers to a less degree have a variety 
of conditions confronting them such as dis- 
tance from sources of supply, and types 
of lines carried. The figures compiled by 
. the National Hardware Association of the 
United States show that hardware whole- 
salers have averaged from 2.82 in the quiet 
years of 1918 and 1921 to 3.43 in 1925. 
In 1929 the average was close to the peak 
3.39 and last year in spite of inactive 
markets was 3.21, only slightly less than 
the average for eight years at 31/3. 

The National Retail Association shows 
for its number the stock turn during the 
last six years from the high point of 2.26 
in 1926 to the low point in 1930 of 1.99. 
The turnover for the retailer with these 





PERCY F. HORD 
Assistant Sec.-Treas, N. H. A. 


figures is less than the wholesaler but it 
is also less variable. Considering sub- 
normal trade conditions during 1930 the 
hardware merchant appears to have han- 
dled his inventory as a whole wisely. These 
figures seem to indicate that the hardware 
trade has learned well the big lesson of 
the 1920-1921 reaction from over-expan- 
sion and excess stock. The present atti- 
tude is to carry as nearly as possible the 
absolute minimum of stock. The desir- 
able features of this policy are less invest- 
ment, less danger of overstock due to 
change in demand and obsolete styles and 
less likelihood of loss from price declines 
or a depreciation, but in the effort to get 


1931 


OCTOBER 29, 





Left to right—Charles F. Rockwell, sec-treas., American Hardware Manufacturers 
Ass’n., S. Horace Disston, Henry Disston & Sons, John S. North, North Bros. 
Mfg. Co., George W. Eckhardt, Henry Disston & Sons, Gene Raue, Payson 


results as a whole it would appear that 
the tearing down of stock has placed extra 
burdens on the industry. 

The wave of economy forced upon all 
of us by conditions has been reflected in 
shortages of stock in almost every type of 
merchandise. No doubt we have all had 
instances where we found it difficult to ob- 
tain standard articles in hardware stores, 


Co. 


running short and passing up a sale. 

In referring to the channel of distribu- 
tion, he said that we should regard it not 
as from manufacturer to wholesaler to 
retailer to consumer but the reverse, from 
consumer who buys from the retailer, up 
to the manufacturer. This is a good 
thought to have in mind whenever we 
consider any phase of the distribution 





Left to right—William C. Roddy, Humphryes Mfg. Co., A. H. Nichols, Buhl 
Sons Co., John D. Bayley, Wickwire Bros., and Geo. H. Groff, William H. 
Cole & Son Co. 


as well as in other lines. This is a day 
of bargaining. Trades people are sub- 
stituting “fountain pens for pencils” in 
order to move old stock. If it were pos- 
sible for a merchant or manufacturer to 
gage his demand and his stock so that the 
last package of an article is withdrawn 
from his shelf coincident with the ap- 
pearance in packing or receiving room of 
a replacement, he would have an ideal situ- 
ation, but he cannot afford to figure as 
closely as that. There is too much risk 
of running out of the goods. It is par- 
ticularly difficult to gage stock require- 
ments on items that sell at relatively small 
margins. One unusual sale may clean out 
a stock that ordinarily should last for a 
considerable period. It is on the better 
selling items that attention can profitably 
be concentrated, to be sure that all rea- 
sonable precautions are taken to avoid 
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problems. If the consumer has no more 
in stock it is likely to mean not only the 
loss of a sale of the article inquired for 
but the loss of the sale of other goods, 
possibly the loss of a customer and indi- 
rectly the building of a competitor. When 
a customer fails to find an article he is 
looking for frequently he changes his mind 
and the sale is definitely lost to the in- 
dustry. Quick turnover is by no means 
the only answer to our search for profit. 
Frequently the slower selling, high profit 
bearing articles save the day. 

Strong evidence that rapid stock turn 
has been over-emphasized is to be found 
in the greatly increased demand in the 
last few years in all classes of trade for 
parcel post and express shipment. The 
increased use of the telephone and tele- 
gram and the tendency to withhold order- 
ing until the last minute in small quan- 
tities and at frequent intervals bears this 
out. The operations to handle these forms 
of special service are expensive and this 
expense must be borne somewhere. It is 
not reasonable, he said, to expect the 
branch of trade which is not responsible 
for the expense to be burdened with it. 
We have been going through a period of 
declining prices accompanied by declining 
volume. Whatever the future holds for us 
there will be a reaction sometime not far 
away. Those merchants whose stocks are 
well balanced and whose methods of stock 
control are sound will reap the benefits of 
their farsightedness, not only because they 
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will be better prepared to handle a larger 
volume of business but because they have 
been building up good will through a well- 
balanced stock of merchandise. 

The balance of the session was given 
over to the question of utility merchan- 
dising, in which both sides of the question 
were presented. The first speaker was 
John F. Gilchrist of the Commonwealth 
Edison Co., Chicago, who spoke from the 
standpoint of the utility companies. He 
started out by quoting a paragraph from 
a talk which he made at a meeting of the 
National Electric Light Association in 1922 
as follows: “As a policy in merchandising, 
the central station should stay in the busi- 
ness, and should be leaders in it, but 
should recognize the very great advantage 
to them of having a large number of in- 
dependent dealers in the field, and with 
this thought in mind should shape their 
policy so that their dealers in fair com- 
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petition can make money and _ become 
strong and resourceful.” In his talk at 
that meeting he advocated—First: Central 
stations should be leaders in the merchan- 
dising of appliances. Second: Central 
stations should cooperate with and en- 
courage independent dealers and seek to 
assist them in establishing profitable busi- 
nesses, and Third: the merchandising of 
appliances should be done at a profit above 
all charges which would prevail in a sepa- 
rately maintained business. 

Mr. Gilchrist then went on to tell how 
the electrical utilities first came into ex- 
istence, between forty and fifty years ago, 
when no one knew much about the busi- 
ness, and how they had naturally been 
forced to sell not only the electrical cur- 
tent but the appliances which consumed 
the current. 

The granting of a monoply, he said, 
properly involves the fixing of electricity 
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rates by a commission and also supervision 
of the financing, accounting and operating 
of utility and naturally imposes upon the 
utility not only the obligation to furnish 
all the people of its area with their re- 
quirements in the way of electrical service, 
but further obligates them to keep them 
informed as to all that electricity will do 
for them and to be prepared to furnish 
them or see that they are furnished with 
appliances for using electricity in all of its 
most up-to-date applications. 

In fact, he said, as has already been 
established in one case, I am sure that an 
agitation of the utility commission laws, 
the franchises and charters of the utility 
companies in their present form would 
establish beyond question the obligation 
of the utility to provide the public in the 
areas in which they are given the monopoly 
of furnishing service, a most liberal service 
in the matter of supply these important 
parts of the electrical system, otherwise 
the public would have no assurance of ob- 
taining service. He then went on and de- 
scribed the history of the development of 
electrical appliances, giving credit largely 
to the utility company for the development 
and promotional work. 


Both Lack Knowledge 


Really, the greatest trouble in the situ- 
ation at the present time, he said, and the 
thing which is more responsible for the sit- 
uation than anything else is the lack of 
understanding of the business on the part 
of everyone concerned. The intelligent 
utility man who has been ‘following and 
studying the business for twenty or thirty 
years naturally knows more about the elec- 
trical side, the responsibility to the public, 
the vital importance of servicing and the 


‘field generally than the merchant to whom 
it is relatively a new thing. Meanwhile 
the merchant trained from his youth in 
merchandising may have and_probabiy 
does have broader knowledge and broader 
views as to those methods of distribution 
common to established merchandising, but 
none of them—utility men or merchants—- 
know enough about the business, and that 
is the first essential. 

The merchant, he said, very naturally 
takes a position something like this: “This 
material is ordinarily merchandised and 
distributed to hundreds of thousands or 
perhaps millions of merchants. We have 
been trained over a period in the service 
of the public; the utilities have a business 
of their own in the field of electricity and 
gas. The merchandising end of the busi- 
ness therefore logically belongs to us and 
we propost to get it if possible.” The 
utility man naturally takes this position: 
“Electrical merchandise is a vital part of 
my business equipment. Without it I can 
sell none of my products. I and my asso- 
ciates in the electrical manufacturing busi- 
ness conceived and invented it. We nur- 
tured it and developed it to its present 
point when no one else is interested in it, 
and only now when it has become of some 
size and importance, does it attract the at- 
tention of others; but I as manager of the 
utility and one of the representatives of 
ten million of the ordinary citizens of the 
United States who own the utilities, have 
a responsibility to them in caring for the 
money which they have placed in my 
charge. While+I.am perfectly happy in 
having others sell the appliances, in fact 
want to have them do so and am willing 
to cooperate with them, I cannot afford 
and will not leave this important feature 
of my business entirely to people who as 
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yet have no appreciation of its importance 
to my business nor the responsibilities 
which are mine in connection with the 
furnishing of it.” 

Both of these positions, he said, are more 
or less selfish; they are not only selfish 
but short-sighted. The all-important ele- 
ment is the great public of the United 
States, the serving of which should be the 
matter of first consideration and which is 
entitled to be served with labor and time- 
saving devices which are part of the ad- 
vantages or factors that are doing more 
now and will in a constantly increasing 
way do more in the future for the pros- 
perity and happiness of humanity—in- 
cluding you and J—than anything which 
has come into the lives of human beings. 

He went on to say that it is futile to 
intimate that the electric light and power 
companies should be confined to the sale 
of electricity but should not be allowed 
to sell the appliances. This is almost like 
saying that laws should be passed so that 
hardware institutions could continue to 
furnish existing goods to existing accounts 
but should be prohibited from develeping 
any new goods or new accounts. Under 
such restrictions, he said, there would not 
be the slightest assurance to the utilities, 
with their tremendous responsibility to 
serve the public fully and also with their 
responsibilities to their shareholders, that 
anyone would provide the essential devices 
so that they could extend their services to 
the public or extend their business. 

The thinking executives in 99 out of 100 
utilities, he said, have no desire to keep 
anyone out of the appliance business. 
Certainly they would not want to keep out 
the able and sincere merchants who expect 
to build up a reputation and profit for 
themselves based on the right kind of 
service to the public. In fact, the more 
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that there are of such high-grade institu- 
tions in the business the better the utili- 
ties will like it. All this naturally means 
that the utilities are willing and ready to 
cooperate with the merchants to the effect 
that all shall get proper profits. He went 
on to say that undoubtedly the utilities 
have been wrong in many cases; however, 
he added, while granting that we have 
been wrong in some cases and that we have 
some short-sighted and foolish people mn 
our business, yet we contend that you 
have just as many in your business and 
if we were to start checking your policies 
and scanning your advertisements we could 
bring to your attention acts on the part 
of wholesalers, distributors and dealers 
which are no more defensible than those 
which you bring against us, and which 
you would be the first to condemn. Mr. 
Gilchrist contended that the problem was 
not in a sense a national one, but more or 
less a local one to be settled between local 
merchants and local utilities. 

He also stressed the point that the utili- 
ties in most cases are willing to meet the 
dealer on a cooperative basis, and that all 
matters where differences of opinion exist 
should be taken up and threshed out by 
the parties involved. He likewise called 
attention to cenditions in Oklahoma and 
Kansas, where, he said, that he understood 
that much of the business formerly handled 
by the utilities had gone to mail-order 
houses. However, he said: “It is prob- 
ably too soon to get any reliable informa- 
tion and the conditions to which I refer 
may be temporary condition$ which will 
right themselves shortly. So far the ex- 
perience supports the belief of the utilities 
that with the removal of the one consis- 
tent and persistent influence making for 
the growth of the sale of appliances, the 
business of the sale of electrical appliances 
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will go down very rapidly; and also sup- 
porting the utility’s position that the only 
really effective. way to vigorously promote 
this kind of business continuously is by 
the utilities being in the business and 
doing a certain amount of it themselves. 

It is essential, he said, for a utility to 
participate to an extent in the appliance 
business in order to see that its customers 
are properly served and to have its finger 
on the pulse of the situation. He further 
cited the fact that in New York City 
where the utilities had not merchandised 
for some time they felt it necessary to go 
back into the business. He also referred 
to the Cleveland situation, saying that 
while the company there had not gone 
back into the business, yet it was his 
prophesy that it would do so before long, 
or in someway change the present ar- 
rangement, because conditions under the 
experiment of letting merchants do all the 
business are not satisfactory. He then told 
of the cooperative movement his company 
had fostered in Chicago with electrical 
contractor dealers and said that it was 
trying to work out a similar plan with the 
electrical jobber. 

The final speaker at the session was 
Charles B. Shaeffer, president of the Bunt- 
ing Hardware Co., Kansas City, Mo. After 
a short introduction Mr. Shaeffer went into 
the subject very thoroughly. He started 
by saying that he believed the utility offi- 
cials, so far as their merchandising view- 
point was concerned, are only misguided 
followers of a falacious notion that utilities 
are the only efficient, effective and pro- 
ductive organizations in the world today, 
that they are merely too snug in the com- 
placency of their presumed position to hear 
the beating of the battle drums. 

The utilities are not entire without 
background in this thought, he added. 
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They have been encouraged by the enemy. 
In 1927 they invited the secretaries of six 
national retail associations to a conference 
in New York and presented a declaration 
of general merchandising principles which 
the utilities had prepared. There is much 
controversy, he said, about the authority 
to sign the declaration, and why it was 
signed, but the bare fact remains that it 
was signed. However, it doesn’t change 
the existing facts and conditions and the 
present country-wide protest. I have no 
hesitancy in quoting the crux of the agree- 
ment and the utilities’ impregnable citadel. 
It is as follows: “Since the efforts of the 
power company form the only continuous 
means of promoting the sale of electrical 
appliances, we believe the best interest of 
manufacturer, dealer and consumer require 
the continuance of merchandising activities 
of the power company. 

This, said Mr. Shaeffer, was an admis- 
sion on the part of the association secre- 
taries that their members were inefficient, 
ineffective and non-productive. I am a 
member of one of these associatiuns and 
I admit it. I admit it because we hard- 
ware dealers were not smart enough to 
have our business declared a function of 
convenience and necessity, we were not 
smart enough to have a State legislative 
body to authorize bonds, stocks of various 
labels and various holders, debentures and 
all such other designated pieces of paper 
with which a State body permits the rais- 
ing of money from the public. We were 
not smart enough to get this same legis- 
lative body to set the prices of our com- 
modity and compel the public to buy only 
from us at a price that would pay both 
the interest, fixed dividends and a profit 
to us on those payments, and also retire 
the capital, and pay a legitimate 8 per 
cent rate on all the common stock we could 
have had the gull to ask for; and particu- 
Jarly to allow us to do business in a most 
inconceivably mismanaged way and have 
our beloved State commission or legisla- 
tive body set our prices from time to time 
and make the public buy our goods at 
those prices which would atone for all our 
mistakes and make us whole from day to 
day. 


Utilities at the Helm 


However, he added, the boat has sailed 
and the utilities are at the helm. Maybe 
it is just as well. We may be ineffective, 
but there are plenty of merchants still 
doing business with their own money and 
no State regulating them into a profit in 
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spite of themselves. If the utilities form 
the only continuous means of promoting 
the sale of appliances then why can the 
United States census show, in Kansas City 
alone, 501 retail establishments selling 
$42,088,300 worth of merchandise annually, 
employing 5925 people, and keep at it 
without obligatory prices. These are nut 
exclusive utility stores but each handles 
appliances. Yet the utilities and six secre- 
taries say that they are unable to con- 
tinuously sell merchandise. In Kansas 
City there are two utilities. When you 
come there you will find only two to call 
on. When you come to an open market 
there will be 501. The Doherty people 
testified in court last summer that they 
sold 80 per cent of the gas appliances in 
the cities where they merchandise. The 
power and light utilities claimed 28 per 
cent of the total sales of electrical appli- 
ances. The Doherty people in Kansas City 
sell almost exclusively the products of the 
American Stove Co., and the electric peo- 
ple in Kansas City sell two refrigerators 
and only one make of washer. Is this an 
open market for anyone, manufacturer, 
jobber or retailer? 


May I invite your attention to the fact, 
he said, that there are now over 7000 
municipalities in the United States owning 
and operating utilities and that the great 
majority of them do not merchandise. 
Based upon the electrical utilities con- 
tention alone that they do 28 per cent of 
the American business in 7000 less than 
the total number of utilities served munici- 
palities, it is not unreasonable to assume 
that they are clearing at least 50 per cent 
of all electrical appliances sold in their 
competitive markets. Meanwhile the utili- 
ties are acquiring manufacturing plants 
which make gas and electrical merchan- 
dise. The Henry L. Doherty Co. several 
years ago purchased the Surface Combus- 
tion Co. The Surface Combustion Co. 
has purchased the Chapman-Stein and later 
the Gas Equipment Division of the Colum- 
bus Heating and Ventilating Co. Other 
large utility interests are gradually ac- 
quiring factories which manufacture all 
sorts of gas and electrical equipment. In 
the near future all items sold by public 
utilities will be purchased from factories 
owned by them. Not only will the inde- 
pendent manufacturer and jobber be elimi- 
nated, if utilities are allowed to continue 
their monopolistic program, but factories 
will have no markets and will pass from 
the picture. 

In a speech by Mr. Huntington, presi- 
dent of the Iowa Railway & Light Co., 





which was made at a group meeting of 
utilities in Kansas City recently, he stated 
that 28 per Cent of electrical appliances 
sold by electrical utilities was too much. 
He sated that this was sold; at a loss, 
which was unnecessary. He further stated 
that the utilities would have better distri- 
bution and would increase the load much 
more rapidly by encouraging all. possible 
channels of distribution by making it prof- 
itable instead of unprofitable for the 
dealer. 


Utilities Selling Other Lines 


In Chicago, I understand that the utili- 
ties are either selling or have sold alumi- 
num ware, popcorn poppers, granite ware, 
glassware; ~ell lines of kitchen utensils, 
kodaks and many other items, and in 
St. Louis the Union Light & Power Co. 
has sold many lines of furniture. Mean- 
while, he added, the utilities have been 
extremely unfair, arrogant, antagonistic, 
and have been jealous of every penny’s 
worth of business that the dealer has sold. 
They have extended terms which are un- 
bankable. They have given extremely 
large trade-in allowances, and they have 
sold merchandise at lower prices than the 
dealer, selling it oftentimes at the dealer’s 
cost or less. The public utilities have been 
given a monopoly to furnish gas and elec- 
tricity. This monoply has been self-ex- 
tended to merchandising and for this rea- 
son the utility "merchandising never can 
be fair as the dealer cannot obtain the 
advantages bestowed upon the_ utilities. 
Therefore, he cannot compete on an equal 
basis as the market is not open and the 
great American principle of an open field 
and a fair chance for everyone is defeated. 

Mr. Shaeffer then went on to quote 
numerous specific examples of facts and 
figures to bear out his contentions. 
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Some Utilities Do Not Sell 
Merchandise 


He then went on to say that many utili- 
ties find it unnecessary to merchandise, 
citing the fact that the utility in Los An- 
geles is municipally owned and does no 
merchandise business but has a wonderful 
record for profits and kilowatt sales per 
customer. The Los Angeles utility kilo- 
watt-hour sales per residence, he said, is 
the highest in the country. This proves 
that the dealer can and will do a good job 
if given an opportunity. In this connec- 
tion he also quoted the experience of the 
United Electric Light Co. of Springfield, 
Mass., the Southern Edison Co. of the San 
Joaquin district, California, and the Cleve- 
land Electric Illuminating Co. of Cleve- 
land, Ohio. 

The idea of requiring a public utility 
to refrain from competing in private busi- 
ness of individuals, he said, is not a new 
one, either in the world of business or the 
law of the land. He then cited.the fact 
that in 1906 Congress found that citizens 
could not compete on an equal basis with 
the railroads in the production of coal and 
consequently in that year the Hepburn Act 
passed by Congress and approved by 
President Roosevelt put the railroads out 
of the coal business. Many other laws, he 
said, have been passed in our country 
where semi-quasi institutions have been 
limited in their functions for the protec- 
tion of the public and legitimate business 
interests. For instance, the Sherman Act 
passed in 1890 forbidding unlawful com- 
binations in the State or trade. The River 
and Harbor Act of 1902. The Federal 


Trade Act of 1914 preventing unfair com- 
petition in industry and commerce. The 
Panama Canal Act, 1913, forbidding rail- 
roads to own interest in water carriers. 


The Clayton Act of 1914, limiting acquisi- 
tion of competing firms. The Packers and 
Stockyards Act, regulating rates and other 
matters in stockyards and forbidding the 
packers to engage in discriminating busi- 
ness. These acts, he said, do not put the 
Government in business, but regulate those 
in semi-public business so that the public 
and other persons engaged in such busi- 
ness will have fair treatment. 

Dealers in every State in the Union, 
he said, are desperate and are up in arms 
and organizing to fight for their rights. 
The legislatures of Kansas and Oklahoma 
have passed laws making it unlawful for 
gas and electric utilities to merchandise. 
It is hoped that the Federal Government 
will pass laws during the next legislature 
to stop the merchandising monopoly of 
public utility. The heads of the utilities 
are aware of this danger and therefore 
have instructed their sales managers to 
cooperate. They say that they are willing 
to price their merchandise so that it will 
show the: merchant a profit, cut out trade 
in allowances and sell on shorter terms. 

Dealers should take advantage of any co- 
operative movement that is profitable, but 
it must be remembered that all these prom- 
ises do not finally correct the trouble. 
Utility merchandising is wrong in principle 
and contrary to fair trade laws. If the 
utilities are permitted, and encouraged to 
enter the field of merchandising, using the 
assets of the utility, being able to recoup 
their losses on merchandise from the earn- 
ings of the utility proper and by their rate 
schedule compel users of their principal 
products to carry the losses on merchan- 
dise, the independent merchant will soon 
be driven from the field and the utility 
will have a monopoly on appliances, doing 
an injury to the independent merchant and 
the utility customer alike. 


He closed with the assertion that he con- 
sidered the fight he is in as a winning one 
and expressing the belief that the utilities 
companies realize that it is so. He advised 
the hardware trade not to allow the utility 
offers of cooperation to lull them into in- 
activity, but rather to stay with hardware, 
electrical, druggist, furniture, department 
store and master plumber organizations in 
their fight until the cause is won in all 
the forty-eight States. 

When Mr. Shaeffer had finished, Presi- 
dent Stone announced that the two speak- 
ers were so far apart on basic matters 
pertaining to the subject that he did not 
believe it good policy to open a general 
discussion on the subject. However, he 
offered Mr. Gilchrist the opportunity to 
answer the various assertions of Mr. 
Shaeffer in regard to conditions in Chicago. 
Mr. Gilchrist, however, did not reply and 
the session closed without further dis- 
cussion. 


UESDAY afternoon the National 
f yore of Sheet Metal Distrib- 

utors, formerly the Metal Branch of 
the National Hardware Association, held 
its semi-annual meeting under the chair- 
manship of President F. O. Schoedinger, 
F. O. Schoedinger Co., Columbus, Ohio. 
The report of this meeting will be pub- 
lished in next week’s issue. 

At the same time executive meetings 
were held by the Mechanic’s Tools and 
Builders’ Hardware Groups of the Ameri- 
can Hardware Manufacturers Association. 
C. L. Gairoard, Kraeuter & Co., Newark, 
N. J., and P. F. King, the Stanley Works, 
New Britain, Conn., were the respective 
chairmen. A review of the comments of 
Mr. King will also appear next week in 
HARDWARE AGE. 





Left to right—W. N. Dixson, Brown-Rogers-Dixson Ce.; W. B. Wood, Wood Shovel & Tool Co.; C. R. Watkins, Watkins- 
Cotrell Co.; W. W. Wood 3rd, Wood Shovel & Tool Co.; George E. Richards, Richards-Conover Hdw. Co.; C. L. Butts, 
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Woods Shovel & Tool Co.; Frank P. Tenney, Utica Drop Forge & Tool Co., George E. Garland, Townley Metal & Hdw. Co. 














EDNESDAY morning a joint 
session of both organizations 
was held with President Stone 
of the manufacturers presiding. The 
theme of this session was “Maintaining 
a Net Profit in Hardware Distribution” 
for retailers, wholesalers and manufac- 
turers of hardware and allied products. 

W. A. Bowers, U. S. Department of 
Commerce, presented a paper prepared 
by E. F. Gerish, Chief, Domestic 
Regional Division of that department, 
which dealt with facts revealed by the 
recent Gulf Southwest Hardware Sur- 
vey. Because of the great interest 
manifest in this important distribution 
study and the general application of 
the findings, the text of this address 
will be published practically in full in 
next week’s issue of HaRpwaRE ACE. 

The survey covered the experiences 
of 477 retail hardware stores and 100 
wholesale houses located in Missouri, 
Tennessee, Arkansas, Mississippi, 
Louisiana, Oklahoma and Texas, and 
brought out some information which 
caused considerable comment at the 
convention... Among the important 
points brought out in the study are 
the following highlights: There is one 
hardware store for every 3000 people 
and one wholesale hardware establish- 
ment for every 50 retail hardware 
stores in the Gulf Southwest. Trade 
areas of small town stores extend many 
miles while neighborhood stores in 
larger cities have trade areas which 
may extend only to the next nearest 
business street. Small trade stores 
cover 48 times as much trade areca, in 
proportion to their population, as the 
stores in large cities. Wholesale trade 
areas overlap to an alarming degree— 
in one sparsely settled county of west 
Texas where there are only five retail 
hardware stores, a total of 22 hard- 
ware jobbers have salesmen calling 
regularly. 

Retail hardware sales approximate 
$10 per capita per year, the average 
retail store transaction, is estimated to 
be between 60 cents and a dollar. Com- 
bined total sales per retail store aver- 
age roughly $30,000 a year with the 
average wholesale hardware customer 
buying less than $600 a year from any 
one wholesaler. This means $30,000 
worth of goods bought from approxi- 
mately 50 different jobbers and manu- 
facturers. Of this business, the aver- 
age wholesale sales transaction involves 
approximately $22. The average whole- 
sale traveling salesman sells $75,000 
a year. 

hen a consumer buys $1 worth of 
hardware retail, 27 cents stays with 
the retailer, 14 cents goes to the whole- 
saler and the manufacturer gets 59 
cents, according to the study. Mr. 
Bowers, before concluding his paper, 
proceeded to analyze further these and 
other findings and applied them to spe- 
cific problems common to the industry. 

Closely related and equally as in- 
teresting was the message ot Dr. 
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Theodore N. Beckman, in charge of 
Wholesale Distribution, Department of 
Commerce, who brought forth facts 





PROF. THEO. BECKMAN 


discovered to date in the Census of 
Distribution. 


Jobber’s Definite Place 


Reviewing briefly the census, he said 
the wholesaler was still the dominant 
factor in the distribution of hardware 








Gulf Southwest Survey 


The Chicago convention was 
thrilled with the findings of 
the Gulf Southwest Hard- 
ware Survey and listened 
intently to every word in 
the paper by E. F. Gerich, 
which was read by W. A. 
Bowers (both Dept. of 
Commerce) at the Wednes- 
day Joint session. 


Read the full text of this 
paper in next week’s issue 


of HARDWARE AGE. 




















and that under proper operation was 
wholly indispensable to retailers. Dr. 
Beckman commented on the difficulties 
retailers would face if they were forced 
to buy individually each item in stock 
and referred to the wholesaler as the 
purchasing agent for his dealers, so 
that the latter might be entirely free to 
concentrate on selling. He told how 
the Department of Commerce in mak- 
ing the Census of Distribution was try- 
ing to find out how many retailers 
there are, how much business they do, 








what their costs of doing business are, 
who owns the business, and other 
points which will contribute to a fairly 
complete history of American business. 

Opening the discussion on maintain- 
ing a net profit, Thomas B. Howell, 
Richmond, Va., president of the 
National Retail Hardware Association, 
representing what he believed was the 
viewpoint of that group, stated that he 
was seeing the problem through the 
eyes of the smaller merchant. In part, 
he said: 

“This subject of distribution as re- 
spects the three branches of the hard- 
ware industry has for many years had 
its place on the various platforms of 
conventions. This subject has had for 
its proponents men of fine leadership 
and business sagacity, men of honest 
purpose and possessed of sincere in- 
terest in its answer, have endeavored 
to give to our trade some plan or plans 
by which all these branches might work 
together harmoniously for the common 
good of all. 

“However honest these men were, 
however powerful this leadership has 
been, however convincing in their argu- 
ments and proposals, I am frank to 
say that only the surface of this tre- 
mendous problem has been touched, 
and we go out of these various meet- 
ings without the incentive and without 
any definite plan adopted by which all 
three agencies may work together for 
the good of all. 

“I would not take away from you 
men your honesty of purpose. I would 
not for one minute depreciate your de- 
sire to see harmony come out of 
chaotic conditions, but I do charge 
each branch of this industry with a 
certain character of self-interest and 
self-justification that has impeded the 
progress to better and more effective 
mutual development. 

“I am perfectly willing to admit that 
this merchant (in rural communities 
doing $50,000 a year), like jobber and 
manufacturer, and all branches of in- 
dustry, has of necessity shared in the 
complexity of this depression; but how 
many of us believe that when this cloud 
has passed over that this same man of 
small capital, of small opportunity, will 
find himself in the clear and in a po- 
sition to fully accept the results of a 
returned prosperity. 

“We are told through distressing 
figures that the retailer’s stock turn 
last year was 1.99, that his operating 
loss was .140/0. How much more will 
it be this year? I know of many mer- 
chants whose volume has suffered de- 
clines from 25 to 50 per cent without 
hope of getting their operating costs 
anywhere near such conditions. 

“We know today, those of us who 
are in the retail business, that the pub- 
lic is price minded. They are thinking 
in terms of how much their dollar will 
buy, and only looking to those sources 
of supply that can give them the best 
value for their dollar. 

“IT have for many years been con- 
vinced that the jobber of hardware has 
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1. R. V. Trusdell, Hibbard, Spencer, Bartlett & Co., with A. M. Jones and W. J. Phalen, Buffalo Bolt Co. 2. W. B. 
Dodge, Yale & Towne Mfg. Co., D. R. Lasier, Norton Lasier Co., and P. J. Cosgrave, Hardware Age. 3. C. L. Gairoard, 
J. Wiss Sons, Harry Macrae, Reading Hdw. Co. and Geo. H. Beaudin, J. Wiss Sons Co. 4. E. A. Gallagher, T. E. Hoffman 
and H. S. Graham, John H. Graham & Co. 5. H. G. Chapman, Cyclone Fence Co., L. C. Davenport, Weed & Co., and 
R. E. Pinniger, Cyclone Fence Co., Chester T. Reed and J. V. Banks, Reed & Prince Mfg. Co., and J. J. Mauss. 6. R. C. 
Murphy, Fairmount Tool & Forging Co., T. H. Keller, Cincinnati, Ohio, and Frank E. Morancy, Western Cartridge Co. 7. 
T. L. Hopkins Savage Arms Corp., A. G. Gilfillan, Edw. Tryon Co., and T. C. Montgomery, Harrington & Richardson Arms 
Co. 8. C. E. Glessner, Excelsior Steel Furnace Co. 9. E. A. Tanner, Milcor Steel Co. 10. L. D. Mercer, Republic Steel 
Co. 11. Van B. Hooper, General Grinder Co., Mrs. Meadowcroft and E. L. Meadowcroft, Slaymaker Lock Co. 12. J. T. 
Eason, American Handle Co. 13. C. E. Bulloch, American Handle Co. 14. T. C. Rose, American Handle Co. 15. E. G. 
Gullett, H. E. Hartman and J. L. Galbraith, Indiana Steel & Wire Co., Earl Feitz, E. I. Du Pont de Nemours & Co.. Inc., 
T. A. Musgrove, Geuder Paeschke & Frey Co., for 46 years, and J. C. Calhoun, French Battery Co. 











Left to right—A. J. Eggleston, Richards-Wilecox Mfg. Co., John G. Ralston, Reynolds Wire Co., W. H. Hanson, Corning 


Glass Works, A. F. Larson, Larson Hdw. Co., A. W. Glessner, Excelsior Steel Furnace Co., S. P. Meaghan and F. E. Schu- 


a very definite place in the distribu- 
tion of our merchandise. I am still 
of the opinion that the dealer in the 
small town doing a moderate volume 
of business must continue to depend on 
his jobber for his wants, and I think 
he, too, recognizes this. 

“T would like to have answered 
by either jobber or manufacturer how 
this dealer we are talking about will 
perpetuate himself in business without 
enjoying a merchandise purchase cost 
which will enable him to meet chain 
institutions and catalog houses who, 
in many cases,.are buying the same 
merchandise cheaper than the jobber 
from whom he purchased his supplies? 

“You know, as well as I do, that 
not only are we merchants combating 
chains and mass distribution in the 
form of department, drug and catalog 
houses, but in all parts of this country 
we are confronted with that persistent 
type of competition of our local job- 
bers, who are every day selling: direct 
to our customers at the same price 
they quote and sell us. 

“Can you conjure to your mind any 
better means of demonstration, any 
more definite way to break down good 
will and confidence between retailer 
and customer, and do you _ believe, 
gentlemen, that as long as we are con- 
fronted with such type of competition 
that the merchant from whom you 
make your living can perpetuate him- 
self in business; make sufficient profit 
to enable him to pay his bills and at 
the same time enjoy that fine regard 
and esteem for you that should exist 
between buyer and seller? 

“To the manufacturers, I would call 
your attention to certain merchandise 
now in the hands of large chains, un- 
branded and unmarked, emanating 
from the same source as we obtain 
ours, being sold at a price so far below 
the price made by our retailers that 
they find it impossible to do other than 
pass business or lose money. 

“These items of volume that have 
meant much to the retailer are such 
products as lawn mowers, rubber hose, 
fencing of all kinds, roofing material, 
various makes of unbranded tools, and 
many other things that are harassing 
these merchants beyond endurance. 

“You may know the answer. You 
may desire and need volume. You may 
say the independent hardware dealer 
has no place in the picture. You may 





macher, F. E. Schumacher Co. 


say, and you have every legal right, 
that even your jobber needs no fur- 
ther consideration at your hands, and 
without production at its highest peaks, 
made through mass buying you could 
not exist. 

“T don’t know, but I do know this, 
that some or many manufacturers, 





Cc. S. HARPER 
Harper & McIntire Co. 


whether justified or not, are gradually 
making it impossible for this indepen- 
dent hardware dealer to live profitably 
and serve well.” 


C. S. Harper Speaks 


Speakers for the wholesalers, C. S. 
Harper, Harper & MclIntire Co., Ot- 
tumwa, Iowa, said in part: 

“In any examination of distribution 
we cannot escape the conclusion that 
the regular channel from manufactur- 
er, through wholesaler to retailer, is 
of distribution it is possible to devise. 
It is not by adhering to this scheme of 
distribution that we get high cost and 
unsatisfactory results. It is when we 
depart from it that we get into trouble 
and the different branches of the indus- 
try begin to have difficulty in main- 
taining a net profit. 

“The manufacturer must have quan- 
tity orders in advance to produce his 
the cheapest and most satisfactory form 
goods cheaply. He must have low sell- 
ing expense and get his money prompt- 
ly. He must ship in quantities and 
have few accounts. 

“The retailer must maintain a low 
inventory and get a suitable turnover. 





He must keep his capital liquid and be 
in position to accommodate his cus- 
tomer with proper credit and to finance 
time payments if necessary. He must 
avoid the expense of warehousing mer- 
chandise. He cannot afford to place 
large orders in advance taking in the 
goods early and paying for them long 
before he knows how trade conditions 
will be affected by weather and crops. 
He needs a reliable, close and con- 
venient source of supply for the bulk 
of the merchandise he sells. 

“The wholesaler finds his place as a 
link between the manufacturer and the 
retailer. He takes part of the burden 
of distribution from the manufacturer 
and part from the retailer. The whole- 
saler buys merchandise in quantities. 
he storés it, he sells it, he carries the 
credits and he collects the bills. it is 
not necessary to make out a case for 
the wholesaler because his place in the 
scheme of distribution is recognized by 
our industry. 

“Tt is desirable, however, that the 
wholesaler should from time to time 
state the importance of his position and 
ask that it be given intelligent consid- 
eration from the viewpoint of the wel- 
fare of the entire industry. It is easy 
to criticise, and the wholesaler has had 
criticism both friendly and unfriendly. 
Manufacturers of some lines complain 
that the wholesaler does not adequately 
represent them in pushing their mer- 
chandise into the hands of the retailer. 
They think that perhaps they could do 
a better job themselves. Perhaps the 
interest of the retailer should be. con- 
sidered in this case. Does the retailer 
want merchandise forced into his 
hands? Perhaps he would be better off 
if he could select his goods and buy 
them as he needs them. The whole- 
saler stands in closer relation to the 
retailer and understands his problems 
better. Perhaps the industry as a whole 
is better off if the merchandise is al- 
lowed to flow naturally, without high 
pressure, into the hands of the retailer. 
These points are suggested by an ob- 
servation of various over-stocks in the 
hands of retail dealers. In few cases 
did these over-stocks originate in pur- 
chases from the wholesaler. 

“It is possible for a manufacturer to 
sell to a large dealer here and there at 
a low price, but this action is only 
profitable because that manufacturer 

(Continued on page 86) 
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1. H. L. Green, H. L. Green & Co., R. W. Shapleigh, Shapleigh Hdwe. Co.. Murray Sargent, Sargent & Co., Jonn H. 
Ganzer, Duluth Show Case Co., W. T. Earl, Oneida Community Ltd., W. M. Floto, American Steel & Wire Co., Seth Marshall, 
Marshall Wells Co., and E. E. Aldous, American Steel & Wire Co. 2. P. E. Berard, Estwing Mfg. Co., Oscar Rieger, Vulcan 
Mfg. Co., A. C. Schuknecht and A. B. Sloan of Northwestern Barb Wire Co., W. H. Farrell, Wallace L. Pond, Wm. W. Ander- 
son and J. H. Freed all of Nicholson File Co. 3. Burnham Hockaday, Russell, Burdsall & Ward Bolt & Nut Co., W. S. Newell, 
Sheffield Steel Co., C. B. Schaeffer, Bunting Hdwe. Co., R. H. Burdsall, Russell, Burdsall & Ward Bolt & Nut Co., R. O. 
Heine, North Bros. Mfg. Co. with A. L. Le Baron, Norman Mintz and F. W. Mengden, Silver Lake Co. 4. D. M. Andrews, 
Hardware Age and F. M. Lambin, Gilbert & Bennett Mfg Co. 5. Seated—F. P. Gilbert, Reed & Prince Mfg. Co., Geo. Harper, 
National Enameling & Stamping Co. and F. E. Harwi, A. J. Harwi Hdwe. Co. Standing—G. W. Stephens and J. S. Wainright, 
Mansfield Tire & Rubber Co. and Walker D. Stuart, Richmond Hdwe. Co. 6.C. R. Swanson, Iwan Bros. and C. J. Heale, 
Hardware Age. 7. Felix Van Cleef, The Van Cleef Dutch Girl and Maxime Van Cleef, Van Cleef Bros. 8. Seated—Henry H. 
Lyman. Lyman Gun Sight Co.. Horace Armstrong, Armstrong Bros. Tool Co., J. W. Harrington, Harrington & Richardson 
Arms Co., E. D. Jones, Yale & Towne Mfg. Co. Standing—J. F. Traendly and Geo. H. Halpin, Minnesota Mining & Mfg. 
Co. 9. C. A. Wales, Henry G. Thompson Sons & Co., R. F. Curry and John F. Hazen, Bethlehem Steel Corp., E. L. Horni- 
brook, G. F. Wright Steel & Wire Co. 
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By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest illus- 
trations. Copy is always supplied in so far as it is practical for use 
by all of our clients. 






























The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 


AuntMa Sa s cerning the use of these ads, write us. You'll find us willing to help 
ry y . you sell more hardware at all times. 

It certainly is smart to shop 
at (Store Name). The high 
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satisfaction makes it much 





more economical in the end, If you have local stereotyping facilities, request the complete sets 
even if you do pay a few of mats of all the advertising illustrations of these two pages, 
cents more than for the so- inclosing your check for $1.25. If you need mounted cuts order them 
called cheap things. by number given under each cut, listing the numbers in a column. 


Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 380c. 


(List Items for each cut ordered. Inclose check with order, please—this saves 
With Prices) bookkeeping for small amounts. Send all orders to 
HARDWARE AGE ADVERTISING FEATURE 
YOUR STORE NAME 239 W. 39th St. New York City 














Armistice Day, Nov. 11, 1981: You Save When You Shop at (Store Name) 


Thirteen years have passed 


since that long awaited day Every day niore and more thrifty customers are realizing 
that brought peace to a grief this fact. Here you will find the highest quality of merchan- 
stricken, war torn world. dise sold at rock-bottom prices. Come in and see for yourself. 


Constant endeavor has been 
made since that day toward 
the promotion of this price- 
less treasure throughout the (List Items With Prices) 
world. To the promotion of 
this worthy cause we lend 
our hearts and hands. 
















YOUR STORE NAME YOUR STORE NAM EB 
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‘Good Values Plus Good Advertising 
Gets Customers Today 

















equipped by (Store 


Ash Cans 
00c 


Heavy corrugated 
steel - galvanized 
with tight fitting 
cover. A real bar- 
gain, size .... gal. 





very 





























p gror the 
furnace Room 


The work and expense of keeping the furnace going will be 
cut to a minimum this winter if your furnace room is 


Name). Strong, sturdy supplies, built 


Coal Scoops 
00c 


Blade and Socket 
pressed from one 
piece of steel. Fits 
furnace door—deep 
bowl prevents coal 
spilliing—handle .. 


- inches length .... 





for long wear, at the lowest prices in years. 


Galvanized 
Pipe 
Oc 


8 inch length— 
Galvanized Smoke 
Pipe — 26 gage in 
two foot lengths— 
improved lock seam, 





Old Time Bargains 
At (Store) Name 


What a thrill our customers 
are getting these days find- 
ing high grade modern things 
at prices they have not seen 
from 10 to 15 years. Come in 
today; you’ll find specials in 
every department. Below are 
a few of the many. 


(List Items 
With Prices) 


YOUR STORE NAME 








weight. lengths .. price .. 

















(List Furnace Supplies With Prices) 
YOUR STORE NAME 











Smart Shoppers 
Watch for Our Bargains 


MM7 


To (Store Name) 
For Sporting Goods 


Whether it’s football,, bas- 
ketball, skating or a hunting 
trip, you’ll find everything 
you need. The prices are the 
lowest we’ve seen yet for 
such high grade equipment. 


People who insist on quality as well 
as low price never miss our bargains. 
It’s a good habit for you can buy your 
needs at rockbottom prices—and bank 
yuor savings. 











(List Items With Prices) (List Football Items 
: With Prices) 


YOUR STORE NAME 


YOUR STORE NAME 
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Left to right—S. P. Gilbert, Payson Mfg. Co.; Lawrence Platt and J. M. Burbank, Farwell, Ozmun, Kirk & Co.; L. E. 
Gilliard and John H. Williams, Fayette R. Plumb, Inc.; S. R. Noble and Harry Halden, R. I. P. Co. 


Wednesday Morning Joint Session 


(Continued from page 82) 


is selling a large proportion of his 
goods through wholesalers who are in 
turn passing them on to the consumer 
through the moderate sized retail deal- 
ers who in the end constitute the bulk 
of the hardware purchasing power. If 
there were no wholesalers it would be 
impossible for manufacturers to reach 
a very large number of small retail 
dealers with their product and con- 
sumption of their goods would fall to 
a point which would make it necessary 
for the manufacturer to greatly in- 
crease the cost of his merchandise to 
the large retailers and to the consum- 
er. In taking a broad view of hard- 
ware distribution from the standpoint 
of the entire industry, it is necessary 
to consider the interests of the vast 
number of retailers who must depend 
upon the wholesaler for the majority 
of their hardware supplies. 


Important Outlet 


“The outlet afforded by these thou- 
sands of snmiall hardware retailers is of 
great importance to the manufacturer 
and to the large retailer as well as to 
the wholesaler. In any comprehensive 
study of hardware distribution the in- 
terests of the small dealers must be 
kept in mind and considered.” 

Bringing the discussion to a close, 
W. E. Cross, vice-president and treas- 
urer, Clemson Bros., Inc., Middletown, 
N. Y., gave the manufacturer’s angle, 
saying in part: 

“We adopted a policy of 100 per 
cent distribution through the jobber 
because we believe it right in principle, 
safe in practice and economically 
sound. Our experience has so proved 
‘it. We can best operate at a net profit 
by ceasing to perform the functions of 
a hardware jobber. Many a manufac- 
turer has met with disaster usurping 
the functions of the jobber minus the 
jobber’s service charge. 

“The confidence of the jobber is the 
most prized possession of the manufac- 
turer, and it is unreasonable for any 
manufacturer to think he can share the 
jobber’s confidence when operating un- 
der a policy which the jobber recog- 
nizes as contrary to his own best in- 
terests. ; 

“The jobber needs protection of the 
highest type, as it is necessary that he 
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maintain a net profit in distribution if 
he is to remain the most efficient- and 
least costly means of distribution for 
the manufacturer. By distributing 
through the jobber, we have been saved 
excessive handling costs which more 
numerous and smaller shipments en- 
tail. 

“A jobber of hardware, if he is to 
be successful, must follow along lines 
that will, in turn, secure for him the 
confidence of the manufacturer. We 
maintain no expensive branch offices 
or warehouses with costly personnel— 
every manufacturer has a right to re- 
main in his sphere as a manufacturer 
and not be called upon by the jobber 
to handle less than package lots which, 
if the manufacturer doesn’t have a 
policy of minimum quantities pur- 
chasable, costs him excessive handling 
and billing charges. A manufacturer 
is many times an alien to his own best 
interests when he attempts to perform 
the functions of another class of trade. 

“More attention by the manufactur- 
er, to the problems that confront the 
jobber, likewise the jobber’s considera- 
tion of the manufacturer’s problems, 
will hasten the day when each will 
come into a fuller realization that their 
problems are of interest each to the 
other and just that much sooner will 
their problems be solved, existing in 
their stead a mutual understanding 


and consideration enuring to their 
equal benefit. 

“I unqualifiedly believe our advertis- 
ing progranmt which includes trade pa- 
pers and some nationals, together with 
direct mail from the plant, to have 
been exceedingly helpful in our main- 
taining our position in the trade as 
well as enabling our salesmen to more 
easily sell our product to which the 
customer’s attention has already been 
directed. 

“Nothing is so costly as the attend- 
ant charges of special handling on 
special rush orders through a factory. 
These orders very frequently entail ex- 
press charges where ordinarily freight 
rates only would have been required. 
An adequate stock on the part of the 
manufacturer is valuable insurance in 
favor of distribution at a net profit— 
back orders are costly. 

“Each account desiring to purchase 
your product should be given a thor- 
ough and intelligent investigation. A 
most careful survey should be made of 
every account before selling. The 
losses which occur by a laxity in sell- 
ing unreliable accounts are tremend- 
ous. A manufacturer needs to give a 
close study to his distributor’s compe- 
tition and can many times greatly ben- 
efit his future connection with that dis- 
tributor by not soliciting every other 
distributor in the locality, and often- 
times he places, himself in a greatly 
enhanced position by not selling even 
any other account but his present con- 
nection.” 





Jobbers Thursday Morning Session 


er’s Thursday session was E. W. 

Hughes, sales manager, Ross- 
Gould Co., St. Louis, who talked on a 
“merchandising plan and unit stock 
control.” “I propose to show,” he said, 
“that the capital invested in idle mer- 
chandise in the 90 per cent of so-called 
active stocks, rather than the capital 
invested in the 10 per cent of so-called 
over-stocks or slow-moving items, is re- 
sponsible for the wholesalers low mer- 
chandise turn. Conditions among many 
wholesale houses reveal that the av- 
erage wholesaler’s merchandise invest- 
ments are 20 per cent in excess of their 
requirements, and only a limited por- 
tion of this 20 per cent is in over- 


is HE first speaker at the wholesal- 


stocks and slow-moving items.” This 
fact Mr. Hughes emphasized by typical 
examples. His plan for a remedy, in- 
cluding well-balanced stocks, is a prop- 
er stock-control system. With this sys- 
tem, control figures are set up by the. 
buyer, and the stock counted and posted 
on the ledger. A comparison of the 
maximum control figure, with the 
amount on hand, by items, is then 
made. This gives the buyer a true pic- 
ture of the condition of his investment 
in each item in the files. The waste is 
represented in the quantities in stock 
in excess of the maximum control 
figure. 

The second speaker was R. H. Rob- 

(Continued on page 132) ; 
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“Is It Fish for One and Fowl 


for the Other ?” 


The following article is based upon an investigation 
by a well known lawyer into the legal status of the 
migratory game bird treaty between the United 
State and Canada. This article gives very much 
added light on the situation in regard to the limit- 
ing of the hunting season that has recently caused 


so much discussion. 
SAUNDERS NORVELL 


ORDS of doubtful meaning frequently creep into 

legislative acts for which legislators have a termi- 

nology. They call them “jokers.” Sometimes they 
are designedly written into legislation, it is charged; fre- 
quently they slip in unintentionally, it is believed; and, 
we are not without instances where one party to an issue is 
charged with having “slipped over” the little joker on an 
ardent but unsuspecting adversary. 

We have hardly had time to determine fully whether there 
is a joker in the treaty and act under which regulations are 
promulgated in Canada and the United States for the osten- 
sible purpose of protecting migratory birds. 

Let us admit a salutary purpose in any agreement between 
Canada and the United States to protect migratory fowl. 
We all desire to protect it and, generally speaking, there 
are few who would rebel against an international convention 
which had for its purpose the protection of migratory game 
along sound, scientific principles. 

But let us-see whether our present international agree- 
ments, and laws enacted under them, mean just what we 
think they do. 

At Washington, D. C., on August 16, 1916, a treaty was 
signed by the plenipotentiaries, respectively, of the United 
States and the United Kingdom’ of Great Britain and Ireland. 
Officially, the parties to the convention were the President 
of the United States and the Secretary of State of the United 
States on the one side, and on the other “His Britannic 
Majesty, the Right Hon. Sir Cecil Arthur Spring Rice. 
G.C.V.O., K.C.M.G., etc., His Majesty’s ambassador extraor- 
dinary and plenipotentiary at Washington.” 

The reason for the treaty is stated in the following pre- 
amble of the convention: 


“Whereas many species of birds in the course of 
their annual migrations traverse certain parts of 
the United States and the Dominion of Canada; and 


‘““Whereas many of these species are of great value 
as a source of food or in destroying insects which 
are injurious to forests and forage plants on the 
public domain, as well as to agricultural crops, in 
both the United States and Canada, but are never- 
theless in danger of extermination through lack of 
adequate protection during the nesting season or 
while on their way to and from their breeding 
grounds; 

“The United States of America and His Majesty the 
King of the United Kingdom of Great Britain and 
Ireland and of the British Dominions beyond the 
Seas, Emperor of India, being desirous of saving 
from indiscriminate slaughter and of insuring the 
preservation of such migratory birds as are either 
useful to man or harmless, have resolved to adopt 
some uniform system of protection which shall ef- 
fectively accomplish such objects...” 


Briefly, the treaty then provides that the high contracting 
powers agree upon a certain classification of birds coming 
within three great classes: (1) migratory game birds, (2) 
migratory insectivorous birds, and (3) other migratory non- 
game birds. 

The powers then agreed as follows: 


“1, The close season on migratory game birds shall 
be between March 10 and Sept. 1, except that the 
close season on the Limicolae or shorebirds in the 
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Maritime Provinces of Canada and in those States 
of the United States bordering on the Atlantic Ocean 
which are situated wholly or in part north of Chesa- 
peake Bay shall be between Feb. 1 and Aug. 15, and 
that Indians may take at any time scoters for food 
but not for sale. The season for hunting shall be 
further restricted to such period not exceeding three 
and one-half months as the high contracting powers 
may severally deem appropriate and define by law 
or regulation. 

“2. The close season on migratory insectivorous 
birds shall continue throughout the year. 

“3. The close season on other migratory nongame 
birds shall continue throughout the year, except 
that Eskimos and Indians may take at any season 
auks, auklets, guillemots, murres, and puffins, and 
their eggs, for food and their skins for clothing, 
but the birds and eggs so taken shall not be sold 
or offered for sale.” 


There were other phases of the agreement in which we are 
not here interested. 

The United States ratified this agreement August 20, 1916, 
and the President approved it on Sept. 1 of the same year. 
It was ratified by Great Britain on Oct. 20. Ratifications 
were exchanged on Sept. 7 and the treaty was proclaimed 
for notice of the public on Dec. 9, 1916. 

Article 8 of the treaty said: 


“The high contracting powers agree themselves to 
take, or propose to their respective appropriate law- 
making bodies, the necessary measures for insuring 
the execution of the present convention.” 

Pursuant to Article 9, the matter was taken before the 
American Congress and on July 3, 1918, the President ap- 
proved an act of Congress known as the Migratory Bird 
Treaty Act (U.S. Code, Title 16, Sec. 703-711). 

The State of Missouri considered this treaty and this act 
as an invasion of the sovereign power of Missouri and sought 
to have the treaty and the act declared unconstitutional by 
filing a bill in equity to prevent a Federal game warden 
from attempting to enforce the Federal act. The treaty was 
brought into question by reason of the fact that the Migra- 
tory Bird Act was passed by Congress with the following title: 


“An Act to give effect to the convention between the 
United States and Great Britain for the protection of 
Migratory birds concluded at Washington, Aug. 16, 
1916, for other purposes.” 

But the Supreme Court of the United States on the sole 
question as to whether the Congressional Act and the Treaty 
invaded the powers of the State, decided against Missouri 
(252 U.S. 416). As to that particular phase of the subject, 
we are not therefore interested. ; 

An act of the Canadian Parliament, approved August 20, 
1917, gave full effect to the treaty; regulations thereunder 
were issued May 11, 1918. The Canadian act was also tested, 
but was upheld by the Supreme Court of Prince Edward 
Island, in the case of the King v. Russell C. Clark. 

Now we come to the operation of the treaty and the Migra- 
tory Bird Act, brought to immediate attention by the recent 
proclamation of the President of the United States making 
effective a regulation of the Secretary of Agriculture by which 
the migratory bird hunting season in the United States has 
been cut to 30 days. 

From the language of the treaty and the title of the Con- 
gressional Act, it will be noted that Congress passed the 
Migratory Bird Act “to give effect to the convention between 
the United States and Great Britain for the protection of 
migratory birds.” 

One would normally assume that in such an act Congress 
would delegate to the Secretary of Agriculture a limited 
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power, to wit: a power under which he could issue only such 
regulations as would make agreements between the two coun- 
tries effective. 

But let us see what is the limitation. 
refer back to point No. 1 of the agreements between the two 
countries as to the close season, the following sentence will 
be noted to close the paragraph: 


If the reader will 


“The season for hunting shall be further restricted 
to such period not exceeding three and one half 
months as the high contracting powers may severally 
deem appropriate and define by law and regula- 
tion.” 

Let us read this sentence carefully. What does it mean? 
The ordinary man will interpret it to mean that neither 
Canada nor the United States may, during the life of the 
treaty, permit an open season in excess of 34 months, but 
that either party to the agreement may designate a shorter 
close season or, in fact, may designate no hunting season at 
all. 

The possibility of the latter being true is amply demon- 
strated in Sec. 3 of the Migratory Bird Act in which Con- 
gress gave to the Secretary of Agriculture the right to issue 
regulations determining “when, to what extent, IF AT ALL, 
and by what means, it is compatible with the terms of the 
convention to allow hunting, taking captive, killing, posses- 
sion, sales purchase, shipment, transportation, carriage, or 
export of any sugh bird, or any part, nest, or egg thereof.” 

n other words, two nations agreed that certain birds would 
be recognized as migratory birds, and the two nations fur- 
ther agreed that the hunting season on such birds would 
not exceed 34% months in any year. They then agreed to 
ask their Jegislative bodies to enact such legislation as would 
make effective these agreements. 

But by the language of that paragraph which places po 
limitation on the shorter season, the two nations came to no 
agreement as to what the minimum season would he. 

The United States Congress, therefore, in delegating power 
to the Secretary of Agriculture wrote into the law that he 
might, if he desired, prohibit hunting entirely. 

It is evident, therefore, that under the Migratory Bird 
Treaty and under the Act of Congress passed to make the 
treaty effective, we may at any time be confronted with this 
situation, to wit: That one of two countries, both apparently 
equally sincere in protecting migratory birds, would pro- 
hibit the shooting of birds entirely, while the other country 
might permit a shooting season of 34% months, and such a 
condition of affairs would neither offend the language of the 
congressional act, the Act of the Canadian Parliament, or 
the conventions of the ffeaty entered into between two coun- 
tries. Indeed, speculation as to this possibility is not mere 
hysteria. 

Within the past year or more a serious drought has af- 
fected the supply of migratory game birds in Canada and 
the United States. Zealous and honest friends of the wild 
fowl and conservation in the United States gathered to dis- 
cuss the threatened shortage. Out of these discussions and 
the reports of official and unofficial observers grew a move- 
ment to declare a close season on hunting which was later 
extended to a thirty-day open season. Under the methods 
by which such regulations take their course, the thirty-day 
season was in time approved by the Biological Survey and by 
conservationists in general. An order was issued by the 
President of the United States. 

Under the proclamation and under the treaty and the law 
authorizing it, the American hunter of migratory game birds 
is limited (for the current season at least) to thirty days. 

In each of the press dispatches announcing this curtail- 
ment of the hunting season in the United States, it was re- 
peatedly stated that Canada was “expected” to issue a similar 
order. 

However, as stated in my article last week, the Canadian 





regulations that have recently been issued are as follows: 
Alberta N. cececcees 


New Bruns. eee 
Ne. We Te cecvcces @ece 
Nova Scot. ...seeee 
Nova Colchester .... 
Ontario ..esscccvvecs 
Quebec .scccesesece 
Sask. Nor. to W. 54.. 
Sask. So. to W. 55.. 
Vukom .ecccccccces ° 


The American hunter, under the law and the treaty, could 
be cut to a thirty-day season by executive order, and the 
Canadian hunter, whatever the fact of the shortage may have 
been, under the treaty and the law could have continued to 
shoot ducks and geese for 34 months. 

Furthermore, should complete acquiescence by Canadian 
authorities have been given to the American order and the 
season in Canada been cut to thirty days, the fact remains 
that there was nothing in the treaty or the law which would 
require such acquiescence. 5 

Here we naturally arrive at the question as to whether a 
“joker” in this phase of our conservation program might at 
some time provide fish for America and fowl for Canada. 

Those who have conservation at heart or whose interests, 
whatever they may be, recreational, economical or industrial, 
center on the future propagation and spread of migratory 
game birds hesitate to criticize the ostensibly salutary rules 
and regulations that aré from time to time promulgated. But 
it does seem appropriate to suggest that if the interests of 
Canada and the United States are one in this matter, as they 
seem naturally to be, some rule should be adopted by which 
the share of responsibility for protecting the future of migra- 
tory birds should be equally divided and not left to the 
whim or fancy of either one of the two sides in this mutual 
program. 

If migratory birds were actually facing extinction, it would 
still be possible under existing treaty and law for the United 
States, in its zeal, to stop hunting altogether upon a theory 
of conservation, and for the Canadian hunter to continue his 
hunting for 344 months of each year, 

Furthermore, the matter as it stands gives to the adminis- 
trative agency of neither country any expressed authority to 
enforce observance upon the other. 

It is doubtful whether legislative act would be necessary 
in order to bring this about. A wise administration of the 
present law, despite its“legal loophole, could bring about 
the desired result. If the Secretary of Agriculture, in issuing 
his order under the law, were to state that it shall become 
effective if and when the Canadian authorities issue similar 
orders, the result at least would be to hold up the effective- 
ness of the American order until a reciprocal order was forth- 
coming from Canada: It is probable that under such an 
administration of the law a more complete and effective pro- 
gram of constructive conservation, to which both sides of the 
general treaty agreement would be party, would result. 

Congress, to make certain such an administration, could 
amend the law to hold up the effectiveness of any regulation 
by the Secretary of Agriculture until such time as similar 
regulations were made to the migratory bird treaty act. 
Such an amendment to the American law would not offend 
either the spirit or the letter of the treaty or its purposes. 
Nor would it restrict Canada from making similar provisions- 
in her own regulations, holding them in abeyance until satis- 
factory reciprocal regulations were made by the United 
States. 

The honest conservationist, the duck shooter and the hunter 
in America, and those whose interests are linked to some extent 
with the future of the migratory game bird on the North 
American continent, would probably feel better about any 
regulation if they also felt that nothing in the law or its 
administration could possibly result in unfair restrictions on 
his own activities while permitting equally unfair freedom to 
other hunters who should be reciprocally restricted. 
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A SALES POLICY 


BASED UPON COM- 
PLETE COOPERATION 
WITH THE HARDWARE 
JOBBER AND RETAILER 


VERY week we publish a letter in this space 
- addressed to Hardware Jobbers and Retail 
Merchants. These tell you about new and old 
methods that increase sales, and about our 
own organization's plans, policies, and prod- 
ucts. We try to keep the lines of communication 
constantly open between you and ourselves, 
so that we can work in complete cooperation 
with you. 


Cooperation with the hardware trade is the key 
note of our sales policy. We believe this policy 
is sound business. The hardware jobber and 
the independent hardware retailer are the only 
really important factors in the distribution of 
hardware. Without them the hardware business 
would sink into insignificance. 


In the past, as well as at present, unsatisfac- 
tory conditions have arisen pertaining to selling 
and distribution policies which are not benefi- 
cial to the jobber and to the retailer. Much as 
we would like to take some definite steps to the 





The Greatest Value Ever Offered 
The Remington Standard American Dollar Pocket Knife 











betterment of these conditions, we are advised 
by counsel that, on account of the workings of 
the Sherman Law, the Clayton Act and the 
Federal Trade Commission, any contemplated 
action on our part would be illegal. 


However, we still have hopes that plans may 
be worked out which will remedy some of the 
present evils and inequalities in the industry. 


The jobbers’ warehouses and the jobbers’ sales- 
men enable the manufacturer to put his goods 
quickly into thousands of retail stores in the 
most economical manner yet devised. Dealing 
direct with these stores and shipping to them 
individually would be prohibitive in cost and 
necessarily slow. And for the millions of con- 
sumers who want quality merchandise and 
who want it when they want it, there is no ef- 
ficient substitute for the jobber and indepen- 


dent hardware retailer. 


That's why Remington stands squarely with the 
regularly established hardware trade. 


ef Pay; 


President 
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The constant vigil of ex. 
perienced chemists and 






master craftsmen guaran- 
tees the high quality of all 
Remington Products. » » 











A MANUFACTURING POLICY BASED UPON 
THE IDEA THAT QUALITY MERCHANDISE 
BUILDS LASTING GOOD WILL FOR 
JOBBER, DEALER AND MANUFACTURER 


The manufacturing policy to which we have adhered for more than one hundred years admits no compromise with 













quality. It is not subject to change or modification in order to speed up preliminary work and rush into production for 
quick sales and immediate profits. No Remington Product is ever put on the market until its excellence is thoroughly 


established by exhaustive tests. 


Skilled chemists, metallurgists, and engineers maintain a constant vigil to see that all raw material that goes into 
Remington Products comes up to our rigid specifications. Every item from the fine steel for firearms and cutlery to the 
paper and felt that goes into shells and wads is inspected, analyzed and put through physical tests before it is accepted. 


Equal care is exercised from step to step throughout the process of manufacture and the final inspection and tests of 


finished products leave no loophole for faulty merchandise to slip through. 


Continuous research is carried on to develop new products and improvemenis in old ones. Such brilliant success has 
attended the efforts of our research staff that a summary of recent progress in the manufacture of arms, ammunition, 
and cutlery is a summary of Remington achievements. Kleanbore, Hi-Speed .22’s, and many other innovations recenily 


introduced by Remington, have given us a position of unchallenged leadership in the indusiry. 


This leadership results in a consumer demand for more than $30,000,000 worth of Remington Products annually. That's 








why Remington Producis are distributed by the highest type of jobbers and retail dealers—by those who realize that 





there is nothing like quality merchandise to make and keep good customers. 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


New York City 








25 Broadway 






Printed in U.S. A. 

































Utility Washer 

Major Appliances, Inc., Peo- 
ria, Ill., offers the ‘Utility” wash- 
er to attract the market for lower 
priced washers. It is of full ca- 
pacity and has porcelain tub, 
balloon roll and wringer espe- 
cially designed aluminum agi- 
tator, standard gear assembly 
and case hardened parts. Motor 
is of Westinghouse make, while 
wringer is of multi-position type, 
having 21% balloon rolls and in- 
stant safety release. Cut gears 
run in bath of oil. Easy rolling 
casters, truss frame construction, handy controls on washer 
and wringer and Armco iron porcelain tub are features. 





Sentry Anti-Moth 
Container and Dises 


Sentry Products Co., 70 Locust Street, 
Boston, Mass., offers the Sentry anti-moth 
container and Sentry anti-moth disks. Disks 
are of highly concentrated non-inflammable gas in crystalline 
disk form. This gas circulates throughout the entire closet. 
One container with disks is sufficient to protect a small closet. 
For larger closets a larger number of containers and disks 
should be used. Under normal conditions, the maker states, 
refills are necessary only once every three to five months. 
Sentry anti-moth disks for packing away clothing in boxes, 
chests, drawers or trunks are put up in packages of 10. Sug- 
gested retail selling prices are: container, 75c.; refills, 60c., 
and packages of ten Junior disks, 75c. Dealer discount is 
33 1/3 per cent. 








Deauville Drip 
Coffee Machine 


The Deauville 
drip coffee ma- 
chine, made by The 
Dover Mfg. Co., 
Dover, Ohio, is now 
offered with chrome 
finish and attractive 
decorations. No. 
608X has an 8-cup 
capacity. It oper- 
ates at 110 volts 
and is individually 
packed. Shipping 
Suggested retail selling price is $10.00. 





weight is 5 Ib. 





Superior Electric 
Waffle Iron No. 650 


The Superior Electric 
Products Corp., 1300 S. 
13th St. St. Louis, 
Mo., makes ‘this No. 
650 Special. It has 
6-in. die-cast grid, ex- 
pansion hinges, new Su- 
perLectric element, full 
length rayon heater cord 
set with bakelite plugs and handles in black or colors. Weight 
is 6 lb. List prices are: nickel finish, $4.00, and chrome fin- 
ish, $4.75. 
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Moore Vanity Table Top Gas Range 

Moore Bros. Co., 
Joliet, Ill., offers the 
Moore vanity table 
top gas range. No. 
71X is finished in 
ivory porcelain en- 
amel, trimmed in 
gleaming black. It 
is fully insulated and 
has a porcelain lined 
Even-Heat oven, 
Robertshaw Auto- 
maticook, Hi-Lo 
broiler drawer, two 
double duty burners 
and an_ automatic 


burner. Model 72X 


























is the same size, but 
has ocean green 
porcelain enamel fin- 
ish. Range is of cir- 
cular design. Cover 
conceals cooking top 
and acts as_ back- 
splasher, when open. 
On each side of oven 
is a utensil cabinet. 
Overall width is 42 
in., while cooking 
top is 36 in. high. 
Oven is 16 x 19 x 13 
in., while _ broiler 
drawer is 16 x 19 
x 9 in. 








Easy Washer 
Models 3F and 4F 


Two new model 
Easy washers, 3F 
and 4F, are offered 
by the Syracuse 
Washing Machine 
Corp., Syracuse, N. 
Y. Model 3F will 
retail at the lowest 
price for which any 
Easy washer was ever 
offered. It is of the 
wringer-agitator type 
with balloon type 
rolls, new Easy agi- 
tator, standard Easy 
agitator gear case 
and color combina- 
tion of mottled gray 
porcelain enameled 
tub with satin silver 
base, legs and wring- 
er. It is of family 
size capacity. Model 
4F is designed to sell in the intermediate price field. It has 
Easy electric pump to empty tub, larger wringer with larger, 
softer balloon, greater capacity, bigger agitator and standard 
Easy agitator gear case. Tub is beige porcelain enameled 
tub and French gray base, legs and wringer. 
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Star-Rite Heat 
Convector 


Star-Rite heat con- 
vector No. 455, made by 
The Fitzgerald Mfg. Co., 
Torrington, Conn., lists 
at $13.50. It is designed 
to distribute either hot 
or cold air quickly over 
a wide area. Fan in con- 
vector may be used to 
circulate cool air. Grat- 
ing on the front and 
back protects the user 
from burnt fingers or 
from fire loss. Convector is octagon design with lifting han- 
dle in top panel and four ornamental feet. Finish is of high 
lustre brown with antique gold-brown trim. It has selective 
switch for hot or cold air operation and 8 ft. of matching 
cord. Rating is 1660 watt, 115 volts (optional 1320 watts), 
induction type motor. Dimensions are 124% x 15 x 10 in. 
It connects to wall outlet only. 











Yearke Mail Boxes 


This mail box, which will hold 
full legal size envelopes, is offered 
in four finishes by Yearke Metal 
Products Co., 887 West Ave., Buf- 
falo, N. Y. It measures 1134 x 6 
x 2 in. Finishes are: No. 1, black; 
No. 2, tan crackle; No. 3, green 
crackle, and No. 4, antique copper 
(lacquer). Doors open full length, 
making mail emptying an easy proc- 
ess. Equipment includes: Flat 
keyed lock, with two keys, screws 
and glass panel with card holder for 
owner’s name. Box is made of 24 
gage auto body stock. List prices 
are: No. 1, 75c.; Nos. 2, 3 and 4, 
$1.00 each. 


























Color Culture Game 

Louis Wolf & Co., 215 4th Ave., New York City, distributes 
the Color Culture game made by The Gem Clay Forming 
Co., Sebring, Ohio. Set has nine china figures for the child 
to color, as well as a stage to be colored. Instructions and 





colored picture of the stage and of “Our Gang” characters 
are included in the game. Color is obtained from color 
strips, which produce water colors when placed in water. 
The purpose of this game is to help teach children the art 
of color blending and painting on paper and china. 
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Standard Electric 
Range 360BU 


Standard Electric 
Range No. 360BU has an 
oven 14 x 111% x 18 in. 
It is aluminum lined with 
recessed burners and with 
temperature control and 
timer on order. There are 
three surface burners, 
two 6-in. and one 8-in., 
which may be either opén 
or inclosed type, or any 
combination of the open 
and inclosed type. Range 
is available in either left 
or right-hand oven in all white finish with chromium trim. 
Shipping weight is 175 lb. Dimensions are 36 in. left to right, 
26 in. front to back. The Standard Electric Stove Co., Toledo, 
Ohio, is the maker. 








Hammond Sentinel and Clarion Model 
Electric Clocks 


Illustration shows ‘the Sen- 
tinel model electric clock 
made by the Hammond Clock 
Co., 2915 N. Western Ave., 
Chicago, Ill. It is a synchro- 
nous type clock with “Bi- 
chronous” movement, provid- 
ing a controlled source of en- 
ergy, which causes the clock 
to run and tell time with syn- 
chronous accuracy during cur- 
rent interruptions for as long as 30 minutes. Sentinel model, 
which lists at $30.00, has 14-in. diameter dial and is offered 
in walnut, light oak and mahogany case. Clarion model has 
brown mahogany case, modern 12-in. square dial and lists 
at $22.50. Both models are primarily intended for industrial 
use. 








Arrow Outdoor Flush, 
Receptacle No. 7792 


Arrow outdoor flush receptacle, No. 
7792, provides a permanent con- 
venience outlet for plugging-in out- 
door lighting connections or appli- 
ances. It is designed to weather the 
action of rain, snow, ice and con- 
tinuing dampness. Finish is cadmium on brass. When not 
in use, a metal cap screws over receptacle opening for pro- 
tection from weather. When connected, the standard at- 
tachment plug cap is covered with separate metal cap, No. 
7793, which screws onto flush plate. Rubber mat fitting 
under the plate completes the weatherproofing. For Christ- 
mas lighting of evergreen trees, for decorative lighting of 
lawns, for porch lamps and electric appliances used outdoors. 
Arrow Electric Div. of The Arrow-Hart & Hegeman Electric 
Co., Hartford, Conn., is the maker. 
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US TRITE PUSH-CLIE 



















only alOcent 
mem........ 


butoh,whata 
fa| seller’...... 


Simple and easy to install on 
baseboards, quarter rounds, door 
frames and mouldings. Spring 
action, fits any crack—large or 
small. No tools needed. Will not 
mar wall, Prevents short cir- 
cuits. Unique invention—answers 
long felt need for every home. 




























































































Every home a potential sale........, JUST OUT! 
Thi 4-color P 
Year ’round demand created by Camiger Diegley “Sella Clipe "on 


e ee Si ht—FAST!—O de g ay. 
Year ’round national advertising ....... = os 


This striking 4-color counter display card shown to the right 
will get your customers’ eye . . . they will quickly see the handy KEEP WIRES OFF THE FLOOR 
labor and time saving advantages the Justrite Push Clip offers juste mos _TELEPHON® 
them—and at the low price of only 10 cents for eight clips— ociny EIG ‘seg 
they'll buy instantly! Only a ten cent item, you say... true... >» Wa be 10 
but, OH, WHAT A SELLER—with persistent repeats and turn- oe Ll 
overs! 5 

The new Justrite Push-Clip comes 6 envelopes, White; e aa 

in colors to harmonize with either 6 envelopes, Ivory; Me 

the cord or woodwork..... Packed 6 envelopes, Dark Red; l ppp 

8 clips in cellophane envelope. 6 envelopes, Old Gold; <4 PP 

Attractive counter display card with 6 envelopes, Dark Brown; Si ite 

the following color assortment: 6 envelopes, Green JRBR 





— 


: Mi: 


Cash in on this steady, year ’round business. Order YOUR 
Display Card from your Jobber TODAY—specify Display 
Card No. 11. 


w 
























































2073-77 Southport Ave. Chicago Ill. 
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GosHEN, N. Y.: Who makes the 
Miller oil heater?—Goshen Hard- 
ware Co. 

ANSWER: Edw. Miller & Co., 
Meriden, Conn. 


* * * 


Tuayer, Mo.: Where can we ob- 
tain Studebaker wagon skeins?—J. 
M. Franks Son. 

ANSWER: Kentucky Wagon 
Works, 2610 S. Third St., Louisville, 
Ky. 

*% * * 

New Britain, Conn.: Provide ad- 
dress of the firm handling George 
Wostenholm knives and _ forks.— 
Hayes Hardware. 

ANSWER: Geo. Wostenholm & 
Son, Ltd., 258 Broadway, New York, 
_ & 


* * * 


Attoona, Pa.: Who makes a de- 
vice similar to a miter box for hold- 
ing small metal tubing for cutting 
different miters?—-W. I. Dougherty 
& Son. 

ANSWER: Rockford Miter Box 
Co., Rockford, III. 


* * * 


New York, N. Y.: Who makes 
an item called a Dilver, which we 
are advised is used for pressing 
fruit to make jelly?—R. K. Carter 
& Co. 

ANSWER: McDowell Mfg. Co., 
Millvale Station, Pittsburgh, Pa. 


* * * 


GarRDEN City, Kan.: Who makes 
celery tape used for wrapping celery? 
This tape is made of muslin about 
\4-in. wide and comes on spools 
holding about 1000 yards.—W. O. 
Ester. 

ANSWER: Hope Webbing Co., 
1151 N. Main Street, Pawtucket, R. 
I.; Chicago Printed String Co., 2322 
Logan Blvd., Chicago, IIl., and Wei- 
mar Bros., 2046 Amber Street, Phil- 
adelphia, Pa. 

* * * 

Dansury, Conn.: Who makes the 
Bundy electric incubator? Also the 
Ira Petersime electric incubator.— 


H. E. Meeker. 
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Who Makes It? 


Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 


ANSWER: (1) The Bundy Incu- 
bator Co., Springfield, Ohio. (2) 
Ira M. Petersime & Son, Gettysburg, 
Ohio. 


* * a 


JouieT. Int.: Where can we se- 
cure repairs for a Presto Thermo 
heavy-duty burner as used for urns 
and water heaters?—Kaffer Bros. 


ANSWER: Presto Gas & Mfg. 
Co., Chicago, Ill. 


* * * 


Rockaway Beacu, N. Y.: Who 
makes cut wooden letters for use on 
raised signs? — William Szerlip’s 
Sons, Inc. 

ANSWER: Bogert & Hopper, Inc., 
223 Varick St., New York, N. Y.; 
E. B. Estes & Sons, 23 Vanderbilt 
Ave., New York, N. Y.; Gem City 
Pattern Works, Dayton, Ohio, and 
Chicago Sign Board 'Co., 163 N. 
Morgan St., Chicago, IIl. 


* * * 


PHILADELPHIA, PAa.> Advise 
whether the Seneca Falls Mfg. Co., 
manufacturers of screw - cutting 
lathes, are still in existence.—Alden 
Supply Co. 

ANSWER: Yes. Firm name and 
address is now Seneca Falls Ma- 


chine Co., Seneca Falls, N. Y. 


* * * 


SHERIDAN, Wyo.: Who makes an 
old-fashioned candlestick mold capa- 
ble of turning out six or eight can- 
dles at a time?—D & D Hardware 
Co. 

ANSWER: Holman & Co., Findlay 


& Western Avenue, Cincinnati, Ohio. 








Who makes 
the Bathinette folding baby bathtub? 
—Thomas Najarian. 


Union City, N. J.: 


ANSWER: E. M. Trimble Mfg. 
Co., 1040 Jay Street, Rochester, 
| ee 


* * * 


Mapison, Wis.: Who makes the 
New Lincéln electric kitchen clock? 
—Wisconsin Hardware Co. 


ANSWER: Electric Clock Corpo- 
ration of America, 536 Lake Shore 
Drive, Chicago, III. 


* * * 


Basyton, N. Y.: Who makes tri- 
block chain hoists?—E. W. Howell 
Co. 


ANSWER: Ford Chain Block Co., 
2nd and Diamond Sts., Philadelphia, 
~~ ** 


* * * 


Bronx, N. Y.: Who makes a pul- 
ley to be attached to the hub of a 
car so that it will drive a circular 


saw ?—R. Eichel. 


ANSWER: Calkins 
Spokane, Wash. 


Mfg. Co., 


* * * 


CrysTAL River, Fta.: Who makes 
Red Ball boots?—Baur Hardware 
Co. x 

ANSWER: Mishawaka Rubber & 
Woolen Mfg. Co., Mishawaka, Ind. 


* * * 


GosHEN, N. Y.: Who makes Dud- 
ley combination padlocks?—E. A. 
Hopkihs & Son. 

ANSWER: Dudley Lock Corp., 26 
N. Franklin St., Chicago, III. 


* * * 


LuMBERTON, Miss.: Where can we 
obtain repairs for wash basins made 
by Cahill Mfg. Co.?—Magnolia 
Lumber & Hardware Co. 

ANSWER: Cahill Mfg. Co., 1013 
Chouto St., St. Louis, Mo. 
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— A FASTER, BETTER 
AUTOMATIC TOASTER 





Will Not Burn 


Needs No 
Watching 





LAFAYETTE $4095 
PATTERN - 


Authentically decorated and plated 
with non-tarnishing Chromium. 





One small lever to push, then—automatically each 


. 4 4 
slice of bread is toasted exactly to one s taste, auto- 
matically the oven rack glides forward presenting 


its golden toast, evenly toasted, oven toasted. No 





danger of burning. One may leave the room, lose 


Time lever “‘T” starts toasting. Stop 


herself in the morning paper, on the extended dace << aA = at ae ve REN 
. ‘ Latch “L” is an emergency release by 
toast-rack the toast will await her pleasure. <li alias eid ain hentia 





LANDERS, FRARY & CLARK 


NEW BRITAIN CONNECTICUT 
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CKLERy 


Compiled by 


Justin Paunn 








Jim: “I don’t mind looking 
after your horses, but I don’t 
want to be called the hostler.” 

Tom: “Oh, that’s all right— 
I'll call you our stabilizer.” 

“And what kind of officer 
does your uniform signify?” 
asked the inquisitive old lady. 

“IT am a_ naval surgeon, 
lady.” 

“Goodness me, how you doc- 
tors do specialize in these 
medern times.” 


A college professor and his 
wife were entertained at din- 
ner a few weeks ago. In the 
midst of the gayety at the 
table a child’s voice was heard 
coming from the floor above. 

“Mother!” 

“What is it, Archie?” she 
asked. 

“There’s only clean towels 
in the bathroom. Shall I start 
one?” 


“Your 
gin.” 

“Yeah, I’m trying to get rid 
of the smell of Listerine.” 


breath smells of 


“Sir,” said the maid, quite 
haughtily, “either take your 
arm from around my waist or 
\eep it still.. I am no ukelele.” 





“Your wife has fallen down 
the cellar stairs with a bottle, 
and cut herself on the pieces 
of glass.” 

“Was she going down or 
coming up?” 

“Going down.” 

“Thank goodness. At least 
the bottle was empty.” 





Doctor: “Well, I suppose 
you are disappointed because 
your new baby isn’t a boy.” 

New Dad: “No, indeed! 
When I think that women now 
vote, smoke, ‘go anywhere, 
wear whatever clothes they 
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like, if any. and that men 
can’t even find a seat in a 
barber shop any more, I’m 
satisfied.” 


The attractive young widow 
from New York went to Holly- 
wood on a man hunt. Saunter- 
ing out to the veranda of her 
hotel, she seated herself next 
to a handsome young man. 
She coughed slightly, but the 
stranger ignored her. She 
shot him a flirtatious glance 
that proved plainly she wanted 
to get acquainted, but he gave 
no answering sign. Finally, a 
piece of dainty linen was 
wafted to the ground at his 
feet. 

“Oh, I’ve dropped my hand- 
kerchief,” she murmured 
softly. 

The handsome youth turned 
a cold and unresponsive eye 
upon her. 

“Madam,” he said, 
weakness is liquor.” 


“my 





Professor: “Give me some 
of that prepared monoacetic- 
acidester of salicylic acid.” 

Druggist: “Do you mean as- 
pirin?” 

Professor: “Yes, I never can 
think of that name.” 


A small restaurant was kept 
by a man who prided himself 
on his cooking. He was 
amazed to hear a young sales- 
men criticize a pie one day. 

“Pie, young fellow? Why, 
I made pies before you were 
born.” 

“Well, why sell ’°em now?” 





Joe: “I met my wife in a 
very funny way—I ran over 
her in my car and later mar- 
ried her.” 

Brown: “If everybody had 
to do that there wouldn’t be 





so much reckless driving.” 


Chairman: “I wish to an- 
nounce that on Wednesday 
evening the Ladies’ Aid will 
have a jumble sale. This is a 
chance for all the ladies of 
the congregation to get rid 
of anything that is not worth 
keeping, but is too good to 
be thrown away. Don’t forget 
to bring your husbands.” 


He (as they drive along a 
lonely road) : “You look love- 
lier to me every minute. - Do 
you know what that’s a sign 
of?” 

She: “Sure. You’re about to 
run out of gas.” 


Hotel Keeper: “I have rooms 
for fifty and seventy-five cents 
a night.” 

Guest: “What’s the 
ference between them?” 

Hotel Keeper: “Not much, 
only the seventy-five cent ones 
have rat traps.” 


dif- 





First Salesman: “What shall 
we do?” 

Second Salesman: “I'll spin 
a coin. If it’s heads, we'll 
shoot a game of pool; tails we 
go to a movie; and if it 
stands on end we'll call on a 
customer.” 


Helen: “Does your husband 
exercise regularly?” 

Bess: “Why, yes, last week 
he was out six nights run- 
ning.” 


“How’s your wife coming 
along with her driving?” 

“She took a turn for the 
worse last week.” 


“You’re not so gallant, John, 
as when I was a gal.” 

“No, Maggie; and you're 
not so buoyant as when I was 
a boy.” 


Bob: “Wonder why Grace 
won’t dance with me?” 
Rob: “Oh, she knows her 


bunions.” 


Judge: “Was the brick you 
threw. as big as my _ head. 
say?” 

Prisoner: “Yes, yer honor, 





but not near as thick.” 












A chiropractor is a guy 
who gets paid for what an 
ordinary guy would get 
slapped for. 


“The husband ought to have 
a voice in the furnishing of 
the home,” says a woman 
writer. 

Oh, but he does—the in- 
voice. 


“T have recently installed a 
private talkie apparatus in 
my home,” writes a correspon- 
dent. How is she? 


Bus Driver: “Madam, that 
child will have to pay full 
fare. He’s over five years of 
age.” 

Madam: “But he can’t be; 
Ive only been married four 
years.” 

Bus Driver: “Never mind 
the confession; let’s have the 


money.” 


“Look and see how much 
gas we've got, will you?” 

“It points to 4%, but I don’t 
know whether it means half 
full or half empty.” 


“T hear Mrs. Murphy is still 
taking in washing since her 
husband left.” 

“Yes, the washer often stays 
on long after the nut is gone.” 


Prof.: Can you tell me 
briefly the changes on this 
European map in the last few 
years? 

Stude: Well, yes, 


been varnished once. 


it has 


my ad- 
says a 
to fat 
“Don’t 


“Don’t eat fast,’ is 
vice to thin people,” 
correspondent. And 
folks he might say, 
eat; fast.” 


As we grow older we real- 
ize that Santa Claus doesn’t 
really come down the chim- 
ney; he just enters through a 





large hole in the pocketbook. 
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EXTRA 


Sales. Wallops 


1 “Moly-D” Grip (pat- 

ented). .. extra wide, 
smooth, comfortable, al- 
most tinbreakable. 


2 Step (patented)... 

Turned-over design 
that strengthens the 
blade, saves wear and 
tear of feet and shoes. 


Blade...Heat treated 

by Wood’s exclusive 
process toa hardness and 
toughness never before 
known at the price. 


4 Quality that never 

needs apology. Guar- 
anteed uniformity. 12 
shovels in every dozen 
are perfect. 


1931 


KNOCKOUT! 





. but the price doesn’t 


hit you hard! 


OW many medium priced 
shovels do you suppose can 
match “Big Fist’s” quality? 
The fact is... NOT ONE! 


If you guessed wrong, it’s not your 
fault; “Big Fist” shovels were unknown 
two years ago. “Big Fist” shovels won 
their way in a tough market because 
they filled a tremendous need. “Big 
Fist” sales have made their big gains 
because “Big Fist’ is the first and only 
quality shovel to sell at a medium price. 


Look at it. “Big Fist” has plenty of 


what it takes to make an outstanding 
shovel bargain. Four extra sales wal- 
lops that make the selling job easy. 


But that’s only half the story. The 
other half is price. Alert hardware 
dealers feature “Big Fist” prices, 
because they know it’s the best way 
to make new friends. You'll look 
a long, long time before you find 
another shovel that gives you as 
much for your money. Ask your job- 
ber, or write The Wood Shovel 
and Tool Company, Piqua, Ohio. 


Wood's BIG FIST’ Shovels 
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By WILL COLEMAN 


ACK in the “trading” days, 
Be ruled supreme. 
Every man and woman 
applied ruthless tests to merchan- 
dise before purchasing, for fear 
of being deceived in quality! 
Having purchased, they would 
accept their change and then 
shamelessly bite the silver coins 
to make sure they were not coun- 
terfeit! And merchants had as 
little faith in customers. No coin 
was ever dropped into the till 
until it had been flipped on the 
counter to sound out its value! 
Conditions have changed. Sus- 
picion has given way to Confi- 
dence, sufficiently so to be notice- 
able. 
Customer confidence, the foun- 
dation for any business success, 
is seldom given the consideration 
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Customer Confidence 
How to Create It 


itmerits. Few hardware retailers 
seem to realize that unless they 
have the confidence of their 
public, store advertisements will 
not be believed, and statements 
of value and integrity will be 
discounted. And, particularly so 
by non-customers. 

There was never any doubt in 
the public mind of the veracity 
of the advertisements of Wana- 
maker’s, Philadelphia. This store 
early gained the confidence of its 
public, and never risked losing 
it. John Wanamaker, founder of 
the business, insisted that truth 
in business would inspire Confi- 
dence, and he was seconded in 
this by his famous advertising 
manager, John E. Powers. 

The value of the Wanamaker 
policy is ably illustrated by a 
single incident. 






Mr. Powers, in making the 
daily rounds of the various de- 
partments for advertising copy, 
one day asked the clothing buyer 
what he wanted to advertise for 
the following day. 

“Not a thing!” said the buyer, 
sharply. “We got in a lot of 
raincoats today, but they aren’t 
worth a damn! I’m going to sell 
them tomorrow for anything they 
will bring.” 

And off he stalked. Next 
morning, Mr. Powers was sum- 
moned to Mr. Wanamaker’s office. 
The clothing buyer was there, 
excitedly waving the morning’s 
newspaper and raising cain. At 
Powers’ entrance, the buyer held 
the Wanamaker advertisement up 
for him to see, and, pointing to 
a block of copy, read aloud: 

“The clothing buyer says he 
received a big lot of raincoats 
yesterday which aren’t worth a 
damn, and that he is selling them 
this morning for anything he can 
get for them.” 

The buyer wrathfully de- 
manded an explanation. Mr. 
Powers replied, “As the store is 
about to open, I suggest that all 
three of us visit the raincoat dis- 
play and await developments. If 
any explanation is needed, I’ll 
give it afterwards.” 

Before they reached the main 
floor, the doors were thrown 
open. A mob of men surged 
through, and went jostling and 
laughing down the aisles to the 
raincoat display. Clerks from 
other departments were hurriedly 
pressed into service, and in a 
short while every last raincoat 
had been sold, and at a fair 
profit! 

That is a striking example of 
Customer Confidence. The buyer 
had been afraid that the frank 
advertisement would kill all 
chances of selling the raincoats. 
But John Powers had faith in his 
public, and his public had faith 


in Wanamaker’s. 
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Therm-a-Hot Infra-Red Lamp 
and Hair Dryer—a low-priced 
leader with every quality of 
higher-priced infra-red lamps. 





Therm-a-Hot Heating Pads—in 
every price range—embodying 
such features as double-ther- 
mostats, assorted pastel shades, 
and new “fire-proof” construc- 
tion. 





Therm-a-Magic and Therm-a- 
Hot Percolators and Urns—with 
or without automatic control. 
Lifetime Elements. Finished in 
“Super” Chromium Plate. 





Therm-a-Hot Infra-Red Lamp 
—a scientifically approved ther- 
apeutic lamp with large polished 
aluminum bowl, designed to 
give maximum infra-red energy. 





In This Complete New 
“FEATURE LINE 






* ENDURO 
Lifetime * Wider 
Element Heat Range 
* Chromium a x Approved 
Plated mm Cord Set 


The New Therm-a-Magic 1000-Watt 
AUTOMATIC IRON 


In The ‘“‘Less Than Six Dollar’ Class 


Here's a striking example of the advanced engineering practice and careful 
attention to design-detail so typical of every item in this complete new 
FEATURE line of Therm-a-Magic and Therm-a-Hot Electrical Appliances. 
This new Therm-a-Magic 1,000-watt Automatic Iron will capture the good- 
will and patronage of the buying public for you—and its efficient per- 
formance will make friends for youl, 


Quality—Conservatively Priced 


BUILDS PROFITABLE VOLUME 


QUALITY—even without the added power of competitive price—will 
always command its share of public buying. Just as low price, without 
regard for quality, will ever have its loyal following. But the bulk of business 
will come to the headquarters of QUALITY, CONSERVATIVELY 
PRICED. That's the story behind the new Therm-a-Magic and Therm-a-Hot 
lines—and it's the only story which will BUILD and MAINTAIN Profitable 
Volume in the Electrical Appliance field! 


KNAPP-MONARCH COMPANY 


BELLEVILLE, ILLINOIS, U.S. A. 





Therm-a-Magic and Therm-a- 
Hot automatic and non-auto- 
matic flat irons. A complete 
range, from the new 1000-watt 
Automatic to the popular Tour- 
ist Iron. 





Therm-a-Hot Pop Corn Pop- 
pers—large poppers in blue steel 
or nickel-plated finishes, with 
nickel-plated feet. Flexible agi- 
tator and specially designed 
heating plate. 





Therm-a-Hot Grills and Hot 
Plates—year-’round leaders in 
round and square top types, 
with braid overall cords. Wound 
nichrome wire elements. 





Therm-a-Hot Bowl Heaters 
with new-type nichrome wire 
coil elements. Chromium and 
corner plated bowls, scientifi- 
cally designed to insure maxi- 
mum radiaticn. 








Therm-a-Hot Curling Irons— 
in a full range of popular prices. 
Nickeled removable clamp and 

handles in assorted fin- 
ishes. 
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Therm-a-Hot Stoves and Hot- 
Plates—single and double plate 
stoves in a wide variety of styles 
and finishes. Two feature “Three 
Heat, Single Switch” double stoves. 


Therm-a-Magic and Therm-da-Hot 
Waffie Irons—automatic and non- 
automatic—new in design, with 
strong selling features. A full range 
of prices, 








Therm-a-Magic and Therm-a- 
Hot Toasters—automatic, semi- 
automatic and manual types, 
embodying new, advanced 
standards of toaster design. 
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As forecast by the 
scores of editors of 


UNITED BUSINESS PUBLISHERS, Inc. 


“HOW’S BUSINESS” for 






NOVEMBER ? 


T no time in the past year has there been such In the merchandising fields the plan seems to prom- 

a widespread renewal of confidence. Since ise that a portion of the millions now being hoarded 

credit and confidence have been proven to will be diverted to buying.. November will witness 

be synonymous terms, it follows quite naturally that the completion of the organized drives for welfare 

the easing of credit is likewise the stabilization of con- funds to be held throughout the country. There is 

fidence; and, although the workings of the Hoover some feeling that they may have an adverse effect 

Plan may not be so spectacular as its announcement, upon trade, and it is undoubtedly true that a great 

they will be far-reaching, and give promise for deal of responsibility rests in the hands of those 
benefits of considerable magnitude in the months charged with the publicity for these drives. 


ahead. 


However, the first show of decisive action on our 


A typical effect on the manufacturing industries will domestic affairs has proved a bracing tonic to our 
be the opportunity for replacement of obsolete confidence, and with present hopes to build upon, 
equipment which, although the need has been fully and the promise of further constructive action to 
appreciated, has been handicapped by lack of credit follow, general improvement in the coming months 
and confidence. 


seems assured. 
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Enovenne of 10% = Yat Increase of 20% in stocks No change from October, petal ig a ee alee 
| pared to October. Equal Ce Teeeals » b > . an N | stocks deplete o the 
HARDWARE | in items but a decrease over October, but about ut slower than Novem- point where immediate 
| of 12% in dollar volume Fe below November, | ber, 1930. | shipments cannot be 
| from November, 1930. 930. made. 
| | Passenger : cars some- | 
| Passenger cars 36% less | weet smaller than Oc- Both lines about the | Estimated sales of pas- 
| | tober and _ considerably 
| than October, and 6% d N. b 93( same as October, and | senger cars for Novem- 
AUTOMOTIVE! } h N b | under November, 1930. “ ‘ 
| less than ovember, | Trucks about the same somewhat better than | ber, 90,000; trucks about 
| 1930. Trucks 38% and | as October, and some- November, 1930. | 18,500. 
| 12% less, respectively. what under November, 
| 1930. 
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STORES | November, 1930. | November, 1930. . , "| equalize in these months. 
| | 
| | | 
Lower in all lines than | | eae 
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and casualty than in No- provement in all lines | oras. 
| vember, 1930. | over November, 1930. 
| | | 
| Should show increase The same or slightly low- About the same as Oc- Jewelers in many sec- 
JEWELRY over October, and about er than October, and | tober; and the same, or tions looking forward to 
| the same or less than | about the same as No- | with a few local im- | considerable improvement 
| November, 1930. | vember, 1930. ~| provements over Novem- | in November. 
| ber, 1930. | 
| The outlook is for some | . r } | Steel industry has en- 
MACHINERY | gain in steel and pig iron | The providing of easier tered upen final quarter 
production in November. tegen Been Aig gp a | without improvement in 
t il anufactur- "1 eee | 
panes oe ps ong a orders, chine tool industries that | ~~ ...... f eter ag gs, lg 
| but railroad requirements the volume of replace- | ing, particularly from 
METALS | depend upon freight rate | ment a | the automobile and rail- 
, increase. ack, y mé , | road industries. 
’ | 
Should show improve- About 5% less than Oc- | Very slight change from More seasonable weather 
READY-TO- ment over October, but | tober, and lighter than | October, but slower than | should stimulate buying 
WEAR November, 1930. | November, 1930. during November. 


a little below November, 
1930. 











Sales should be larger, 

due to seasonal condi- 

tions, then in October, 

= smaller than Novem- 
er, 3 


Retail outlets merchan- 


Somewhat heavier than | possibly slower than Oc- ae ; x 

October, but considerably tober, and somewhat ee ae Bog pun 

lighter than November, | slower than November, have a very satisfactory 
30. 1931. November. 
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| use this 
LOAF PAN 
5 different ways an NSS We ‘i 
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Geiatine desserts 
Brown sopie Betty 
Somtopad veuotst 
Tart shells * cu 
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THE FALL DRIVE IS ON 


Here’s October's Barrage of Pyrex Ovenware Advertising 
















Macaroni and 
Salmon loai 
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YREX brand ‘‘pots and pans,”’ refrigerator dishes, per- 
colator tops, “individuals,” custard cups, and loaf 
pans... all have their say-so this month in leading nation- 
al magazines ...in America’s most popular newspapers. 
All featured in one advertisement? No, sir!... Each 
has its own advertisement .. . each its own chance to at- 
tract housewives in their favorite magazines. 

But all are concentrated in one month... this month 
... the fall drive month. It’s the business of all this ad- 
vertising to help make Pyrex Ovenware set a fall sales 
record in your store. 


Give these sparkling glass dishes half a chance and 
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they’ll do it. Put them right up in the middle of the Ror beneee Mt bla, n 
selling battle ... up front in your windows... and you’ll Teo knee ia i oN 
find them leading the way to quick, profitable sales. ie ae a a 


ma fog? Woman’s Home Companion, en, % 
; ey, An, Delineator, McCall’s, Good og, 

be. Wo, Housekeeping, Better Homes |», © 
Pte, ; & Gardens, True Story, Amer. | iad 
, ican Cookery and Farmer’s 

| Wife . . . total circulation (fe 
; 15,299,367, carry Pyrex ad- 

| vertisements in October. The 

| American Weekly . . . total 
circulation—5,393,377, carries | 

Pyrex Ovenware advertising | 

} twice in October. 
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“‘Pyrex’’is a trade-mark and indicates manufacture by Corning 
Glass Works. Prices slightly higher in the West and Canada. 


PYREX OVENWARE 


CORNING GLASS WORKS...CORNING, N. Y. 
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AMERICAN WIRE FABRICS 
EXTENDS TERRITORY 


The American Wire Fabrics 
Corp., New York City, 
nounces,_ effective 


the inclusion of the States of 
Louisiana and Mississippi in the 
Southern territory covered by 
their representative, J. E. Mc- 
Graw. Mr. McGraw has repre- 
sented the American Wire Fab- 
rics company in the South for 
the past ten years. During that 
period he has become well ac- 
quainted with the hardware trade 
in that vicinity. 


an- 
immediately, 


APEX ROTAREX TO MOVE 
REFRIGERATOR PLANT 


The Apex Rotarex Corp., 
Cleveland, Ohio, recently started 
to move its refrigerator plant 
from Fort Wayne, Ind., to Paines- 
ville, Ohio. The plant into 
which the refrigerator unit is 
being moved was formerly occu- 
pied by The Bakelite Co. This 
move is being made to facilitate 
production and reduce manufac- 
turing costs. 


J. B. WALLIS JOINS 
OHMER REGISTER CO. 


The Ohmer Fare Register Co., 
Dayton, Ohio., has appointed J. 
B. Wallis as manager of its east- 
ern district, with headquarters 
in the Ohmer Building at 146 
West Sixty-third Street, New 
York City. Prior to his becom- 
ing associated with the Ohmer 
company, Mr. Wallis was South- 
eastern district sales manager for 
the Remington Cash Register Co. 


A. D. BERGER DIES; WAS 
66 YEARS IN BUSINESS 


Amandus D. Berger, 83, died 
Oct. 12 in Allentown, Pa. He 
was one of the oldest hardware 
dealers in that city, having en- 
tered the business 66 years ago as 
an employee of the old Barber & 
Young Hardware Co.  Thirty- 
three years ago his brother Pres- 
ton, Milton A. Glose and him- 
self founded the firm of Berger- 
Glose & Ce. Mr. Glose sold his 
interest 10 years ago to W. E. 
Steinmetz, at which time the 


metz Hardware Co. A son, a 
daughter and two brothers sur- 
vive. 


WILLIAM HEYBURN SEES 
UPTURN IN BUSINESS 


Depression has run its course 
and 1932 should bring a period 


of general confidence, in the 
opinion of William Heyburn, 
chairman of the board of direc- 
tors, Belknap Hardware & Mfg. 
Co., Louisville, Ky., president of 


the Heyburn Building Co. and 





WILLIAM HEYBURN 


vice-president of the Louisville 
Board of Trade. In a recent in- 
terview Mr. Heyburn looked for- 
ward to cessation of hoarding 
and the beginning of investment. 
Mr. Heyburn said, “the depres- 
sion that resulted from over-ex- 
pansion, speculation and ignor- 
ance of economic laws has run 
its course. Ninteen hundred and 
thirty-two should reverse the 
picture and bring about the em- 
ployment of labor, the use of 
capital, new construction, de- 
mand for raw materials, a return 
of energy and initiative, better 
prices for all products, more uses 
for transportation facilities, in 
fact the end of a depression and 
the beginning of a period of 
general confidence. 


“The necessary liquidation 


has taken place; the losses have 
been made and written off; the 
contingent losses have been an- 
ticipated; values have been writ- 
ten down to a point below re- 





company became Berger-Stein- 





form continues to accumulate 
and investments await the return 
of confidence. 

“There is no reason for con- 
tinuing the game of hide and 
seek between capital and confi- 
dence, employment and unem- 
ployment, prosperity and poverty, 1 
beyond the coming Christmas. 
If we continue the game beyond 
that period, it will be because 
our supposed American efficiency, 
initiative and courage and vision 
are based on a wrong appraisal 
of ourselves. The world at large 
awaits our leadership.” 


W. A. TIMM TO OPEN 
BRANCH IN ATTICA 


W. A. Timm, who has con- 
ducted a hardware store in Oak- 
field, N. Y., for the last four 
years, will open a branch in At- 
tica, N. Y., about Nov. 1, on 
Market Street. The new store will 
consist of a main building and an 
annex. 





L. W. DORMAN DIES; 
VETERAN DEALER 


Levin W. Dorman, who for 
more than sixty years engaged in 
business in Salisbury, Md., died 
Oct. 5 at his home in that place 
at the age of 83. The day of his 
death he went to the store of 
Dorman & Smyth Hdw. Co., of 


which he was senior partne. 
When he retired in the evening 
he did not mention that he was 
not well. Sixty-four years ago he 
went to Salisbury, going to work 
for A. G. Toadvine, who kept a 
general merchandise store. 

Mr. Dorman associated with 
Henry Scott Brewington, oper- 
ating under the firm name of 
Brewington & Dorman. Fire de- 
stroyed the store in 1886 and in 
1888 he joined with S. S. Smyth, 
the present firm being incorpv- 
rated in 1888. His widow, a 
daughter and two sisters survive. 





KESTER SOLDER OPENS 
CANADIAN PLANT 


Kester Solder Co., Chicago, 
Ill., has opened a new plant at 





placement costs; money in liquid 
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DOUGLAS TO ADDRESS 
PITTSBURGH DEALERS 


Irwin E. Douglas, N. R. H. A., 
will speak on “Business Cun- 
trol” at the monthly meeting of 
the Pittsburgh Retail Hardware 
Association, to be held at Roose- 
velt Hotel, Oct. 30. The “1932 
Convention and Exhibition” will 
be the subject of a talk to be 
given at the same meeting by 
W. Glenn Pearce, PASHA, while 
Eric Edstrand, of the same Asso- 
ciation’s field service staff, will 
discuss table display and pricing. 

Electrical jobbers in Pitts- 
burgh will also attend the meet- 
ing, and will be prepared to dis- 
cuss quotas, discounts, standard 
packages, closed territories and 
restricted districts with the 
Association members present. 





ELECTRICAL INSTITUTE 
HOMEMAKERS ELECTRIC 
REFRIGERATION SHOW 


The first exhibition to be given 
in the Westinghouse Lighting 
Institute in Grand Central Pal- 
ace since it was taken over re- 
cently by the Electrical Associ- 
ation of New York and became 
the Electrical Institute, will be 
the Homemakers Electrical Re- 
frigeration Show, which will be 
held October 26 to 30, inclusive. 

The public will be invited to 
inspect the Institute as well as 
attend the Refrigeration Show, 
which will include the display 
and demonstration of six differ- 
ent makes of refrigerators by 
manufacturers. The exhibition 
will be open from 9 a. m. to 6 
p. m., and every afternoon, be- 
ginning at 1 p. m., Monday, Octo- 
ber 26, a special program of en- 
tertainment and instruction will 
be given. 





KELVINATOR SALES IN 


ST. LOUIS MOVES 


The Kelvinator Sales Corp. 
has moved into larger quarters 
at 4200 Forest Park Blvd., St. 
Louis, Mo. R. C. Kauck is man- 
ager. of the branch, which was 
opened in 1914. 





W. R. CASE PASSES 
William R. Case, 84, founder 
and president, W. R. Case & 
Son Cutlery Co., Bradford, Pa., 
died at his home in that city on 





Brantford, Ont., Canada. 


Oct. 17. 
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Patching- Wood 


—1I Ib. can ret 
at 75c. Get thi 
fast-moving 10 







profits. 





For the first time— 


ENAMELS in15c sizes! 


20 rainbow colors! 
In 5c and 35c 
gaan glass jars. 

e sizes your cus- 
tomers demand and 
you have been un- 
able to furnish. 


DECORATIVE 
ENAMELS 


Absolutely FREE — 
beautiful 4-ft. lac- 
quered metal revolv- 
ing floor display oc- 
cupying only 16 
inches of floor space. 
RON ENAM inches oat space. 
geous assortment of 
Sheffield Water-Ap- 
plied Transfers—all 
10c sellers amount- 
ing to an extra $5.00 
clear profit on this 
assortment. 


: 





=x 
a 


ie 


Heat Resisting, quick-drying 


I 


for stovepipes, ranges, furnaces, etc. 
Elastic, weatherproof and rust-resisting. 
Dealer's complete assortment of 12 
Y-pt. 15c cans, 36 Yy-pt. 25c cans, 24 
I-pt, 40c cans and 6 I-qt. 70c cans at 


$1 5.50 NET 


[RP ( [ria 
[Pim [PiU 


Complete cost to dealer, 


$96:& 


net—retail value $40.00, 

plus $5.00 profit from 

sale of transfers. 

(Prices slightly higher west of the Mis- 
sissippi and south of Tennessee.) 











Retails for $24.60. 


FR E Miniature range of sheet 

steel, beautifully lacquered 
in Jade Green, with stovepipe partly en- 
ameled—3 cans attached, and rear stock 
compartment. 


now announces 


TRIAL TUBE 


dozen in 
counter display, that 
quickly stirs up de- 
mand for the larger, 
more profitable 


—lY, Ib. can or tube 
retailing at 25c each 


on display now—to 
pep up and multiply 
your Patching-Wood 
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Actual Size 





10° Tubes of 
Pure Oil Colors 


“Ground in Pure Linseed Oil” 


20 popular colors. Each tube litho- 
graphed in the color contents of the 
tube. Jade Green lacquered metal stock- 
display cabinet (16” x 1144” x 4”) with 
individual compartments—also beautiful 


Color Card—given 
$4 6:22 


Dealer's Complete 
Assortment 





REM EMBER = If it's a Sheffield Quality Product, it sells quicker . . . you make more on it... 
s repeats. Order from your jobber. Jobbers, write for discounts. 


FREE with 
and it 


THE SHEFFIELD BRONZE POWDER & STENCIL CO. 


5817 Kinsman Road, Sheffield Bidg., Cleveland, Ohio 


OCTOBER 29, 1931 


Canadian Factory: 426 Queen St., E., Toronto 
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Western Cartridge Bid 


The offer of the Western Cart- 
ridge Co., East Alton, IIl., for the 
purchase of the Winchester Re- 
peating Arms Co., New Haven, 


Conn., has been accepted by the 
joint committee representing the 
creditors and a large majority 
of the bondholders of the Win- 
chester Company. 

The contract for the purchase 
must now be approved by the 
United States District Court at 
New Haven, as the Winchester 
Company is operated under a re- 
ceivership. With the approval 
of the contract by the court, the 
Western Cartridge Company wil 
assume the operation of the Win- 
chester Repeating Arms Com- 
pany. The operation of the Win- 
chester factories in New Haven 
will be continued without cur- 
tailment and the Winchester 
brands preserved. 

The Western Cartridge Com- 
pany, founded at East Alton, 
Ill., by President F. W. Olin in 
1897, though one of the younger 
ammunition companies, has made 
rapid strides, especially in recent 
years. It manufactures the well- 
known Western brands of ammu- 
nition for rifles, revolvers and 
shotguns, clay targets and clay 


Before U. 


‘and 








on Winchester Is Now 
S. Court 


target traps, electric blasting 
caps, sheet brass and brass spe- 
cialties. 

The Western Cartridge Com- 
pany is affiliated with the West- 
ern Powder Company of Peoria, 
Ill., the Equitable Powder Mfg. 
Co., Fort Smith, Ark., the Egyp- 
tian Powder Co., Marion, IIl., 
the Texas Powder Co., 
Dallas, Tex. 

In addition to its munitions 
manufacturing, Winchester has 
been an important factor in the 
hardware industry through the 
manufacture of cutlery, skates, 
sheet metal products, fishing 
tackle, flashlights, washing ma- 
chines and sundry other prod- 
ucts. These lines will be con- 
tinued after the acquisition. 


The Winchester Repeating 
Arms Co. and predecessor com- 
panies were founded shortly 


after the Civil War and were im- 
portant factors in munitions man- 
ufacturing during the World 
War. In January, 1931, the com- 
pany was placed in equity re- 
ceivership. 

It is understood that Reming- 
ton Arms Co., Inc., New York 
City, mentioned earlier in the ne- 
gotiations for Winchester assets, 
did not make any final bid. 





PROVIDENCE HARDWARE 
NOW IN HANLEY BLDG. 


The Providence Hardware & 
Supply Co., Inc., Providence, 
R. L., recently took over the Han- 
ley Building, 49 Washington St., 
for its hardware, mill and fac- 
tory supply store. The company 
is now jobbing special items in 
the housefurnishings line, in ad- 
dition. 

Burton L. Doris is president 
and treasurer, while M. V. Flynn 
is secretary of the corporation. 
DuPont paint is now being dis- 
tributed in Rhode Island by the 
company, as well as Alexander 
Bros. leather belting and prod- 
ucts. The corporation, which 
travels several men, is not con- 
nected with any newly formed 
hardware company in that city, 
according to Mr. Doris. 





ILLINOIS DEALERS MET 
AT JOLIET 


Paul W. Mulliken, managing 
director, Michigan Retail Hard- 
ware Association, brought his 
1931 series of 14 group meetings 
to a close on Thursday, Oct. 15, 
at the Crawford Hotel, Joliet, 
Ill., with 62 members and guests 
present. Ben Schroeder, State 
president, was chairman. Mr. 
Mulliken gave an_ inspirational 


104 





talk, called “Free Wheeling in 
Business,” drawing the parallel 
between this latest automobile 
feature and the use of more mod- 
ern mercHandising methods. Al- 
ton Pease, Standard Show Cards, 
Inc., Chicago, talked on window 
displays and was followed by 
field man Herbert W. Hirth, 
who gave a very practical dis- 
play table demonstration. Mr. 
Mulliken announced that a total 
of 822 had attended the 1931 
group meetings and warned mem- 
bers of current frauds being 
foisted on Illinois dealers. 
Among the guests present were 
Mr. Sprodd, general sales man- 
ager, Lyon Metal Products Co., 
Aurora, Ill., and Charles Col- 
mesnil of the same company, and 
Charles J. Heale, Harpware AcE 





NILES, MICH., GROUP 
OPPOSE SALES TAX 


Nearly 50 dealers in the vicin- 
ity of Niles, Mich., held a group 
meeting in the Four Flags Hotel, 
that city, on Tuesday, Oct. 13, 
under the direction of Harold W. 
Bervig, new secretary of the 
Michigan Retail Hardware Asso- 
ciation. F. A. Reynolds, Niles, 
was chairman and Past N.R.H.A. 
President J. Charles Ross, Kala- 


mazoo, introduced Mr. Bervig 





and his bride, who was kind 
eough to render a short recita- 
tion from “Seventeen.” Mr. Ross 
also introduced Jim Vial, Hib- 
bard, Spencer Bartlett & Co., 
and D. M. Andrews and Charles 
J. Heale, both of Harpware Ace. 

Mr. Bervig gave a talk on table 
display and store arrangement, 
analyzing the methods necessary 
to properly realize profits on in- 
vestment of space and merchan- 
dise. His talk was illustrated 
with lantern slides. Lee Swine- 
hart, field man of the Michigan 
association, gave a table display 
demonstration. 

In the discussions which fol- 
lowed opposition to any form of 
sales tax was clearly expressed, 
as was equally unanimous opposi- 
tion to the existing non-fee basis 
on which State hunting and fish- 
ing licenses are being distrib- 
uted. 

It was decided to hold this 
group’s next annual meeting at 
Dowagiac, and Herbert Hinckley 
of that city was elected as chair- 
man for the coming season. 





HIRTH SUCCEEDS BERVIG 
AT N. R. H. A. OFFICE 


Herbert W. Hirth, for the past 
three years field man for the 
Illinois Retail Hardware Associ~ 
ation, will go to the headquart=rs 
staff of the National Retail Hard- 
ware Association, Indianapol’s, 
Ind., on Nov. 1. He takes the 
place left vacant by Harold W. 
Bervig, who recently succeeded 
the late Arthur J. Scott as secre- 
tary of the Michigan Retail Hard- 
ware Association. In his work 
with the Illinois association Mr. 
Hirth was the immediate assis- 
tant to Paul W. Mulliken, man- 
aging-director of that body. 





ALUMINUM INDUSTRIES 
EXPANDS WAREHOUSE 


Aluminum Industries, _Inc., 
Cincinnati, Ohio, has expanded 
warehouse distribution facilities 
in the Southeast section, with 
Atlanta, Ga., as headquarters. 
Heretofore the Atlanta branch 
has been the Southeastern distri- 
bution point for Permite alumi- 
num pistons exclusively. The 
company announces the opening 
of a branch at 431 Peachtree 
Street, from which the entire line 
of its products will be marketed. 





THOS. D. ROWAN DIES 
WAS FONES BROS. V.-P. 
Thomas D. Rowan, senior 


vice-president, Fones Bros. Hard- 
ware Co., Little Rock, Ark., died 
Thursday, Oct. 22. A veteran 
hardware man, well known and 
highly regarded, his passing is a 
distinct loss to the hardware 
fraternity. 











WILL 
REOPEN RETAIL STORE 


SCHROETER BROS. 


Schroeter Bros. Hardware Co., 
St. Louis, Mo., which went into 
bankruptcy last year, will reen- 
ter business at 425 North Eighth 
Street, in that city, about Nov. 1. 
The three Schroeter brothers, 
Bruno, Charles G. and Oscar J., 
with their five sons and a daugh- 
ter, will comprise the staff of the 
store. No fixed salaries will be 
taken by the Schroeters nor their 
families; all remuneration will 
be on the basis of anticipated 
profits. 

The former store occupied at 
810 Washington Street, St. 
Louis for twenty-eight years, was 
larger, but not as modern as the 
new home. Practically the same 
lines of merchandise handled by 
the former store will be handled 
at the new home, which measures 
about 25 by 125 ft. In addition 
the basement will be used. Bruno 
Schroeter stated that the new 
firm was formed at this time to 
take advantage of prevailing low 
commodity prices and rentals. In 
conjunction with the new store 
the manufacturers’ agency re- 
cently established by the broth- 
ers will be continued. 

Schroeter Bros, Hardware Co. 
desires catalogs and price lists 
from manufacturers with whom 
they have transacted business in 
the past. Visiting dealers are 
invited to call and see the store 
with its new fixtures. 


FRANK ZELLERS BUYS 
KNOUSE HARDWARE 


Frank J. Zellers has purchased 
the hardware store at 566 Penn 
Avenue, Reading, Pa., formerly 
known as “The House of 
Knouse.” He had been em- 
ployed for several years by the 
Knouse store. 


GEASE IS SALES MGR., 
PEERLESS SAW CO. 

Harry A. Gease, formerly asso- 
ciated with The Ohlen-Bishop 
Co., Columbus, Ohio, has been 
appointed sales manager of The 
Peerless Saw Co., 571 South 
Third . Street, Columbus, Ohio. 
He will also be elected to the 
board of directors of the Peerless 
organization. 


F. R. WASHBURN DIES 


Frank R. Washburn, 80, for 
more than a half century en- 
gaged in the hardware business 
in Taunton, Mass., died Oct. 21 
in that city. His widow, a daugh- 
ter, a brother and three sisters 
survive. 


HARDWARE AGE 
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THE SIZE OF THE PROFIT... 


. Let’s talk 
ABOUT THAT! 


May we talk a little bit about the 
amount of profit that is make- 
able on Mirard Plumbing Fixtures, 
as sold through regular Hard- 


ware channels? 


The percentage of profit on this 
line of bulk merchandise is right; 
but the thing you will think the 
most of is the amount of profit 
available on these products of 
every-day demand. And no large 


investment is required. 


Bath tubs, kitchen sinks, lavatories, 
etc.... bought every day by the 
people who already come to you 
for soap dishes and faucets and 
linoleum! You needn’t develop 
new customers to sell Mirard 
Fixtures ... all you do is sell 


them to your present customers. 


And we really help you sell them! 
A carefully-prepared campaign is 


HUMPHRYES MANUFACTURING COMPANY 
MANSFIELD, OHIO 


MIRARD. PLUMBING FIXTURES 


OCTOBER 29, 1931 
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all ready for your use . . . includ- 
ing our new, simplified, practical- 
minded catalog that takes all 
the hard work out of locating 


and pricing any wanted item. 


Don’t think you have a lot of 
learning to do. The Mirard pro- 
gram includes the simplification 
of the Plumbing Fixture business 
to a point where the technical- 


ities are all eliminated. 


And it all means profit in 
amounts that mean something. Bulk 
sales . . . volume profits. Some- 
thing the Hardware Industry 
needs. Something YOU need. 


ASK YOUR JOBBER ABOUT IT... 
or tear out the corner of this page and 
mail to us with your name and address 
written on the margin, for full particulars. 


New Humpbhryes Mirard 
Catalog, the least techni- 
cal and most attractive 
in the entire Industry. 









= 105 



















































































H. S. GRAHAM EXPLAINS 
UNEMPLOYMENT RELIEF 

Harold S. Graham, John H. 
Graham Co., New York City, 
chairman of the Hardware Com- 
mittee of the Emergency Unem- 


ployment Relief Committee’s di- 
vision of Commerce and Industry, 
issued a statement at headquar- 
ters of the committee, 29 Broad- 
way, New York City, explaining 
how his division will operate in 
raising funds in Manhattan for 
the relief of acute distress re- 
sulting from unemployment in 
New York. 

The Commerce and Industry 
Division, headed by Myron C. 
Taylor, will seek contributions 
from commercial, financial and 
industrial organizations within 
the city. Executives of these or- 
ganizations will be asked by the 
committee to make individual 
gifts. Corporations through 
their boards of directors will be 
asked for corporate gifts, and 
employees will be given the op- 
portunity to contribute small 
sums commensurate with their 
incomes. 

Upon completion of the divi- 
sional organizations, a list of 
prospects will be compiled, in- 
cluding contributors to the 
Prosser Committee Fund last 
year, contributors to other 
philanthropic programs in the 
city, members of trade associa- 
tions and others throughout New 
York. 

During the intensive campaign, 
Mr. Graham reported a system of 
solicitation will become effective. 
Every prospect in the Hardware 
group, whenever possible, will be 
interviewed personally and a re- 
port will be made on each inter- 
view. 


J. H. SELLS PASSES 


James H. Sells, 77, president 
of the J. H. & F. A. Sells Co., 
Columbus, Ohio, dealers in hard- 
ware, harness and auto supplies, 
died Oct. 16 following a heart at- 
tack. In 1880 Mr. Sells and his 
brothers, F. A. Sells,.who died 
in 1914, founded the Sells com- 
pany and dealt for a time in 
horse collars and harness equip- 
ment, later adding hardware and 
auto supplies. Mr. Sells was one 
of the founders of the United 
Commercial Travelers and many 
of the organization’s early meet- 
ings were held in the Sells of- 
fices before it became a national 
fraternal organization. 





CUSSINS & FEARN OPENS 
TWENTIETH BRANCH 
The Cussins & Fearn Co., Co- 

lumbus, Ohio, has just opened 


its twentieth branch store at 
Washington C. H., Ohio.- This 


All of the Cussins & 
stores are in Ohio. 





PIRNIE IS PRESIDENT 
MONTAGUE ROD & REEL 


W. Bruce Pirnie, Greenfield, 
Mass., was elected recently as 
president of the Montague Rod 
Montague City, 
Following the death of 
Charles W. Schuler, president of 
the firm, in 1930, Mr. Pirnie, 
who was then chairman of the 


& Reel Co., 
Mass. 


W. BRUCE PIRNIE 


board and treasurer of the com- 
pany, was injured in an automo- 
bile accident. This made a tem- 
porary change in the direction of 
the company. The new president 
retains the office of chairman of 
the board. 

Other officers are vice-presi- 
dent, R. B. Bennett, Greenfield, 
and secretary-treasurer, Sewell 
N. Dunton, also of Greenfield. 
These officers and the following 
are directors of the company: 
George E. Williamson, treasurer, 
Strathmore Paper Co., Mittin- 
eague; R. Frank McElwain, 
Crocker-McElwain Paper Co., and 
director, Hadley Falls Trust Co., 
Holyoke; Norman S, Tyler, Tyler 
Whip Co., Westfield, and Charles 
Powell, Post Mills, Vt., manager 
of the Montague plant in that 
town. 

In addition to his office as 
president and chairman of the 
board, Mr. Pirnie is general 
manager of the Montague City 
factory. Previous to his connec- 
tion with Montague organization 
he was successively New England 
manager, Pierce, Butler & Pierce, 
boiler and radiator manufactur- 
ers; president, Cheney Bigelow 
Wire Works, Springfield, Mass.; 
and president, Walsh Holyoke 
Steam Boiler Works, Holyoke. 

Mr. Pirnie has been active in 
rowing regattas, fish conservation 
activities and trade association 





branch is the largest, the most 
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completely stocked and has the 
best facilities of service of all the 
company’s branch stores, accord- 
ing to C, S. Penfield, president. 
Fearn 


DOMESTIC DISTRIBUTION 
DIVISION BROADCASTS 
(From Our Washington Bureau) 
Nationally prominent American 
women have been chosen by the 
Domestic Distribution Division, 


Department of Commerce to 


make a series of talks over 2 
Columbia network of 65 stations 
which are designed to shorten 
the course of commodity distribu- 
tion and -bridge more effectively 
the gap between retailer and 
consumer. At the same time 60 
local independent stations will 
broadcast identical talks with the 
assistance of prominent women. 
The first talk was made last 
Thursday by Miss Alice Edwards, 
secretary of the American Home 
Economics Association, an au- 
thority on merchandising from 
the consumer viewpoint. 

Other speakers are Mrs. John 
F. Sippel, president of the Gen- 
eral Federation of Women’s 
Clubs; Mary Pickford, motion 
picture artist; Kathleen Norris, 
writer; Katherine Fisher, direc- 
tor of Good Housekeeping Insti- 








WILLARD, PRESIDENT, 
ASSOCIATED INDUSTRIES 
OF MASSACHUSETTS 


At the Oct. 21 meeting of the 
Associated Industries of Massa- 
chusetts held in Boston, Mass., 
Frank H. Willard, head of Graton 
& Knight Co., Worcester, Mass., 
became president. Secretary of 
Labor W. N. Doak said: “It is 
hopeless for complete relief to 
come to us until business stops 
trying to get ahead by selling 
below production costs.” Alex- 
ander Whiteside, vice-president, 
Massachusetts Tax Association, 
spoke at the meeting on the sub- 
ject, of cuts in taxation, chiefly 
in reference to municipalities. 

Stanley King, chairman, Mas- 
sachusetts Commission on Stabil- 
ization of Employment, urged 
State legislation to cope with 
unemployment. Other speakers 
upon the subject of unemploy- 
ment and wages: Samuel P. Al- 
lison, Babson Statistical Organ- 
ization, and L. C. Reynolds, 
American Writing Paper Co. 











tute; Mary Lewis, vice-president 
and stylist of Best & Co., New 
York. More than 350 local cham- 
bers of commerce are cooperat- 
ing with the national chamber in 
carrying out the policy of pro- 
moting a better understanding 
between the consumer and re- 
tailer and reducing in part the 
enormous expense of distribution. 





SHOW ATKINS SAW FILM 
AT MANHATTAN MEETING 


At the Oct. 20 meeting of the 
Hardware and Supply Dealers’ 
Association of Manhattan and 
Bronx Boroughs, held at the 
Hotel Prince George, New York 
City, moving pictures were ex- 
hibited, through the courtesy of 
E. C. Atkins & Co., Inc., In- 
dianapolis, Ind. The film, “How 
Hack Saw Blades Are Made,” 
was shown under the direction of 
E. C. Clark, New York manager 
of the Atkins company, and A. 
W. Gawd. 

Following the film the regular 
business meeting was held. 





WEST VIRGINIA ASS’N 
DISCUSSES CONVENTION 


Members of the West Virginia 
Hardware Association met in 
Clarksburg, W. Va., recently to 
arrange the program and other 
matters pertaining to the State 


convention to be held in that 
city, Jan. 19 and 20, 1932. H. 


DOUGLAS ADDRESSES 
NORTH CAROLINA GROUP 


_ Western North Carolina hard- 
ware dealers attended the dis- 
trict meeting of the Hardware 
Association of the Carolinas held 
Oct. 12 at the Langren Hotel, 
Asheville, N. C. Irwin E. Doug- 
las, NRHA, Indianapolis, Ind., 
spoke at the meeting. Mayor 
Otis Green, Asheville hardware 
man, presided. 


BECKHAM WILL OPEN 
COOLIDGE, TEX., STORE 


Tracey Beckham will open a 
hardware store in Coolidge, Tex. 
A stock of hardware will be 
brought from Whitney, Tex., for 
the new store. 





WALKER & SON ACQUIRE 
SIMPSON’S INTEREST 


Walker & Son, Blooming 
Grove, Tex., have acquired the 
Walker-Simpson Hardware Co. 
Mr. Walker purchased the Simp- 
son interests in the former or- 
ganization. 


APEXEON SCREEN HAS 
JAMAICA PLAIN PLANT 


Apexeon Screen & Hardware 
Co. has taken part of the former 
John A. Dunn Chair Co. plant 
No. 2 at 47 Union Street, Ja- 
maica Plain, Mass. Frederick 
S. Haskell is owner and head of 
the firm. Offices are maintained 
in Boston, Mass. The Apexeon 





B. Clower, Oak Hill, is secretary- 





work. 


treasurer, 


company makes merchandise for 
the hardware and building trades. 
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Te YOURSELF 


TO YOUR OWN LITTLE 


“BOOM” 


In the midst of depression, a few always find prosperity. In almost 
every field of business in this country today, a handful of companies 
are managing to do very nicely. Usually the secret is in the brand of 
selling they are doing. 


Today’s profit-makers in the hardware field seem to be having their 
success due to “trading up” .. . using style appeal to sell a little better 
quality at a little better price than the customer had in mind. Ina world 
gone price-mad, mere hardware is not profitable. However, if the 
customer can be sold hardware as a decorative part of the house he will 
pay for style what he will not pay for hardware. 


McKinney Hardware has real style appeal . .. with its beautiful Forged 
Iron finish, Old English Brass and other beautiful designs. Its quality 
and serviceability are obvious to the buyer. 


If you will use this style appeal of McKinney products in selling hard- 
ware, together with the many improved advantages of McKinney Locks, 
you will be able to build up your unit sale and help yourself to a little 


President 
McKINNEY MANUFACTURING CO. 
Pittsburgh, Pa. 


McKINNE ¥Y 
HARDWARE 

















reflect downward tendencies. 





Basie Business Indicators for Week Ended Oct. 17 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive= 100 


As contrasted to the charts of the twenty-one basic business indicators which appeared in last 
| week’s issue, the curves for the week ended Oct. 17 denote a slightly better business situation. 
Upward trends are shown in freight car loadings, petroleum production, lumber production, cotton 
receipts, call money rates, business failures and money in circulation. 
an unchanged status include coal production, steel ingot production, Fisher’s wholesale price index, 
iron and steel composite price, time money rates, and stock prices. The remaining eight indicators 


Those indicators having 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 





—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 

—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 

—They are eager for the continued prosperity of our country. 

—They are practicing what they preach—successful and profitable hard- 


ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— , 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U. B. P. Publication 
239 West 39th Street New York City 
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Driven home 
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HEN the screw driver gives 
it the final turn the screw is 
driven home to stay home — that 
is, if it is an American Screw. 


The clean cutting threads of Ameri- 
can Screws take a permanent hold. 
The sharp gimlet points make 
good starting points; and the slots 
stand the strain of the final twist. 


ge 4 Your customers can do any job 
i 3 better with American Screws 
SS 5° 
WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I..U.S.A. 


WESTERN DEPOT,225 WEST RANDOLPH SE.CHICAGO. ILL. 


Put lt Together With Screws 
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General Market News 
of the Week 





Better Trade Tone 
Is Manifest 


New York, Oct. 28.—Recent developments in the gen- 
eral situation have created a better trade tone in hardware 
circles. Faith is being expressed in the leading hardware 
markets that the bank pool, Premier Laval’s visit, and 
plans for aid to the railroads, will all contribute to a fav- 
orable result, which, it is hoped will accelerate recovery. 

The recent Federal Reserve advance in the rediscount 
rate, it is believed will relieve the banking situation as it 
concerns the hardware manufacturer, wholesaler and 
dealer. It is thought that the average bank will be more 
willing to make loans, as they can now charge a fair rate 
of interest and are enabled to make a profit on such trans- 
actions. Several banks which recently reduced or elimi- 
nated the paying of interest on accounts have already re- 
stored the policy. 

Current orders largely embrace seasonal goods, al- 
though the demand for holiday lines has not been as active 
as is usual at this period of the year. It appears probable 
that the belated buying of Christmas goods may result in 
shortages of some popular items. Staple merchandise is in 
moderate demand. ts 

Collections, as a whole, may be characterized as fair. 
Most prices are steady and unchanged with a slightly 
easier trend predominating. 


Announce Reductions On 
Sylvania Radio Tubes 


The Hygrade Sylvania Corp., Emporium, Pa., has announced 
the following reductions in list prices on Sylvania radio tubes, 
effective Oct. 17, 1931: 


Type Old Price New Price Type Old Price New Price 
224 = $2.00 ~—s $1.60 201-A $1.10 $0.75 
227 1,25 1.00 226 1.25 .80 
247 1.90 1.55 235 2.20 1.60 
280 1.40 1.00 245 1.40 1.10 
171-A 1.40 .90 551 2.20 1.60 


_The corporation advises the trade that the same jobber and 
dealer discounts will continue to prevail despite the reduc- 
tions listed above. In addition, dealers receive one month’s 
protection on all net purchases, while jobbers are fully pro- 
tected against declines for two full months. 





Remington Reduces Price On 
Official Boy Scout Knife 

The Remington Arms Co., Inc., 25 Broadway, New York, 
N. Y., has announced that effective Oct. 1, the price of the 
official Remington Boy Scout knife to the dealer has been 
reduced to enable the retailer to sell this item at $1.50 with 
a satisfactory margin of profit. 
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In conjunction with the announcement, the company points 
out that with the holiday season close at hand, it means that 
approximately 200,000 new scouts, who join each year, are 
expecting a Christmas gift in the form of a Boy Scout knife, 
which makes the price reduction most timely. 


Sizes of Metropolitan Areas 
Shown by Recent Tabulation 

The positions held in population, size and population density 
of the ten metropolitan areas in the United States, having 
a population of 1,000,000 or more, are shown in the following 
table, which was recently prepared by the Philadelphia Busi- 
ness Progress Association from figures recently released by 
the Census Bureau: 


City Only. 

-—— Metropolitan Areas——_, Popu- 

Population Area Density lation 
New York City..... 1 1 1 1 
Ree 2 4 2 Zz 
Philadelphia ............ 2 6 “ 3 
Los Angeles ............ 4 3 19 5 
Sa er 5 5 7 9 
a a ens ee 6 11 6 4 
ANCOR creo hse. 3.5: 4,0 0% 7 2 40 10 
ae re 8 8 18 7 
San Francisco-Oakland... 9 7 20 *]] 
eo a re 10 41 3 6 





*Does not include Oakland. 


Proposed Freight Rate Increases 
May Stimulate Iron and Steel Demand 


The Interstate Commerce Commission’s decision, announced 
last week, permitting limited freight rate increases on cer- 
tain commodities, including steel, pig iron, scrap, machinery, 
iron ore, coal and coke overshadows in importance other 
developments in the metal-working industries this week. 

Proposed increases are 2c. per 100 lb. on steel, $6 per car 
on pig iron and scrap, $3 on iron ore, coal and coke and $10 
on machinery and other metal products. Whether these ad- 
vances are sufficient to influence buyers generally to abandon 
their extreme caution and lay in some stocks before the new 
rates take effect, and whether the railroads themselves will 
become more liberal in their steel and equipment orders are 
questions that cannot be answered at this early date, but it 
is expected that some business stimulation will result. New 
tariffs must be filed by Dec. 1, and rates would run until 
March 31, 1933. 

The denial by the commerce commission of the 15 per cent 
horizontal increase requested by the carriers again suggests 
that wage cuts may be asked for, unless the railroad brother- 
hoods volunteer to accept reductions. 

There are scattered indications of a slight broadening in 
demands for steel, coupled with reports of visible improve- 
ment in the business of some metal-working manufacturers, 
but the aggregate of these new requirements is not sufficient 
to offset the small demands from lines that normally account 
for the heaviest consumption of steel. Consequently steel 
ingot production is still lower at 28 per cent of capacity. 
The falling off is partly accounted for by completion of pipe 
orders and a slackening of the tin plate output. 

Tue Iron AGE composite prices for pig iron and steel 
scrap have reached new lows, the former at $15.17 a gross 
ton, compared with $15.34 a week ago, and the latter at $8.75 
a ton, against $8.83 last week. Finished steel is unchanged 
at 2.116c. a lb. 
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Customers Now Need 
DIETZ LANTERNS 


aan F EATURE Dietz Lanterns 
now and remind your customers to scrap 
their battered, broken old light givers and 


purchase bright new ones. 


If your stock is not complete in all the styles 
of Dietz Lanterns popular with your trade, 


let your jobber give you a quick delivery. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the World— 

Founded 1840. Output Distributed Through 

the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses and Chain Stores. 


ESE ay 4 
LANTERNS 
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ae & Prince products 
are right in accuracy, finish and package. 
You can sell them with the utmost confidence 
of customer satisfaction. 
These and many other types and sizes in 
steel, brass, bronze, Everdur, Monel, Stain- 
less, and other special alloys and plain, 
polished, nickel, copper, blued, galvanized, 


cadmium or chromium finishes. 


Standardize on Reed & Prince products. 


REED & PRINCE MFG. CO. 
WORCESTER, MASS., U.S. A. 


WESTERN BRANCH AT CHICAGO: 3635 IRON STREET 
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KANSASCITY 


Prices Seemingly Scrape Bottom; 
Farm Situation Shows Improvement 





(Kansas City office of HARDWARB AGE) 

Kansas City, Oct. 26. 
N analysis of hardware prices shows that they have been 
A declining since 1928. Three years of steady price 
declines would seem to indicate that the bottom is 
now being scraped: and that-the time is not far distant when 
a rise in prices may be expected to stimulate general buying 

among both wholesalers and retailers. 

By way of example, a number of things may be cited. In 
1928 sash weights were $1.80 per hundred pounds and today 
they are quoted at $1.55; in 1928 nails were at $3.75 per keg 
and now they are at $2.70. A standard grade of axe which 
in 1928 sold at $18.75 a dozen is now selling at $16.25 a dozen. 
Carriage and machine bolts which now carry discounts of 
50, 10 and 5, carried a discount of 70 in 1929. A standard 
grade of shovels quoted in 1928 at $10.75 a dozen now carries 
a price of $6.25 a dozen. Wide bevel mortise lock sets that 
sold in 1928 for. $5.75 a dozen now are quoted at $3.50. It 
is the same, in varying degree, all along the line although 
there are, of course, some exceptions. But without question 
the trend of the market for the last three years has been 
downward. 

Recently a wholesaler, who kept.a record of things marked 
up and things marked down;submitted the following figures 
covering a period of six weeks. The first week of the record 
period this jobber marked 1 up and 20 down; the second 
week, 4 up an 11 down; the third week, 3 up and 5 down; 
the fourth week, 5 up and 25 down; the fifth week, 1 up and 
15 down, and the sixth week, 3 up and 19 down. In the 
course of the six weeks this jobber marked up 14 articles 
and marked down 95 articles. This instability of prices, 
according to jobbers, has been the reason for low stocks in 
both jobbing and retail houses. 

In spite of the fact that stocks are generally low, a few 
jobbing houses find themselves overloaded with some items. 
Such instances, while they are not numerous, have tended 
to beat down prices. Jobbers have sought to unload surplus 
stocks of some items, and as a consequence prices in certain 
lines were reduced to a profitless basis. In such cases, the 
aim was to dispose of excess stocks before the first of the 
year, in order to be in a position to take advantage of the 
more stabilized prices brought about by the steady three- 
year decline. 


BUTCHERING SUPPLIES 


An optimistic aspect of the market just now is the demand 
for meat choppers, lard presses and other things in butch- 
ering equipment. This was anticipated more than a month 
ago due to the great demand for canning and preserving 
equipment. 

It was reasoned that, if the low price and plentiful supply 
of fruits and vegetables brought a great demand for fruit 
jars, rubbers, kegs, etc., by the same token a run on butcher- 
ing equipment might be expected for hogs are plentiful, feed 
is plentiful, and both are cheaper than they have been for 
years. Even now there is a brisk demand for hardware to be 
used in the killing and curing of meats and the stage is set 
for a real “hog killing time,” both literally and from a hard- 
ware angle. 


FARMERS ECONOMIZE 


There are other evidences that the farmer finds that a 
drift back toward fundamentals is one of the roads out, and 
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one of the things being done is a let-up on electricity and a 
renewal of his allegiance to kerosene and gas lamps and 
lanterns. Jobbers are having one of the biggest runs on goods 
of this kind they have experienced in a long time. 


FURNACES ACTIVE 


Another rather peculiar angle is the furnace business. 
There has not been a great deal of building done, as everyone 
knows, yet the furnace business is surprisingly good. One 
hardware store here which handles furnaces as a side line 
has sold ten furnaces. This was business that came in at 
the door of its own accord. Furnace supplies are also in the 
running due to the repairing of old furnaces. This business 
will quicken with the advancing season. 


FARMS IN DEMAND 


On the whole the market, while conservative, is in a safe 
condition. Farmers are going to help themselves out of their 
difficulties just as the nation is now preparing to do, just as 
counties and municipalities are preparing to do. They see 
that the solution of the problem rests with them and not in 
some kind of legislative juggling. They have the crops and 
they have the livestock. Land is considered more valuable 
from an economic standpoint than has been the case for eight 
or ten years. People are seeking the land for investment 
because the price has got down to a place where land will 
yield a return to the investor. They are seeking the land 
as a place life and health can be sustained more cheaply 
than anywhere else. The Land Bank here in Kansas City 
which acquired many farms some years ago by foreclosure 
now reports the sale of hundreds of these farms and the 
people who buy them, while many are from the cities, are 
largely people who live right in the communities where the 
farms are located. Moreover, the Land Bank states that they 
are getting actual cash for these farms. 
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TWIN CITIES 


Conditions Are Little Changed; 


Prices Have Firm Tendency 


MINNEAPOLIS, Oct. 27. 


f WHE section of the Northwest served by the Twin Cities 
shows but little change during the past week. The 
markets for farm produce are still weak, with the ex- 

ception of butter fat and poultry products, and more than 
half of the income for this trade center is dependent upon 
this farm trade for its source. Potatoes are selling at a very 
low level, and without much indication that there will be an 
advance in the near future. Live stock in the areas hit by 
the season’s drouth are being put on the market in many 
instances at an extremely low level of price, as their owners 
are unable in many instances to purchase feed to carry them 
over. Many of the stock owners are trying to make loans 
for the purchase of feed, with rather indifferent results in 
many cases. Their only alternative is to sell at whatever the 
stock will bring under pressing conditions. 


WEATHER AN AID 


Cooler weather is acting to some extent as a stimulant 
to the general trade. Fall and winter necessities are being 
offered, and the interest of the public in these lines is be- 
coming somewhat aroused. Retailers in all lines are showing 
this class of merchandise, and using every form of advertising 
to promote sales. 
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GENERAL 


No. 100 





WHEELBARROW 
with ORANGE handles 


MN: nufacturers since 
1840, we have weath- 
ered many astorm,andthrough 
heavy seas and high wind our 


sea-worthy craft makes its way 
with flying colors. 


No. 100 is a staunch little 
craft, flying General’s orange 
and black colors. Its sturdy 
build can weather lots of hard 
work. 


Back at your desk after the 
Hardware Show, you will be 
looking over your lines for 
Spring. When you are order- 
ing garden tools, remember 
General No. 100, the wheel- 
barrow for Home Owners and 
Gardeners. Manufactured by 


GENERAL WHEELBARROW CO. 


Makers of Speedbarrows and Cosmas Carts, Road 
Grader Blades, Scrapers, Steel Mortar Boxes, Sala- 
mandars, Coal Chutes, Agricultural Implements, 


Plow Shapes. 


3140 East 65th Street, Cleveland, Ohio 


A jated C ry 


GENERAL WHEELBARROW COMPANY 
THE EMPIRE PLOW COMPANY 





General | 
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PADLOCK$ 


The Outstanding Value in 
Every Popular Price Range 


Ileo Tembo No. 319. A sensa- 
tional new padlock value! 
Pin tumbler, unit cylinder 
construction with case hard- 
ened nickel plated steel 
shackle, phosphor bronze 
springs, brass bolt and spe- 
cial die cast alloy case with 
attractive hard black crystal 
finish. Entirely non-rusting. 
Can be master-keyed. Sup- 
plied with two cylinder keys. 
Size of lock 144”. Price to 
retail at 50¢. 





Ileo Black Knight No. 314. 
Disc tumbler construction, 
rotary double locking ac- 
tion on steel shackle, heavy 
gauge rust-resisting steel 
case, brass bolt and bronze 
springs. Black gun metal 
finish. Two milled nickel 
cylinder keys supplied. 
Size—114”. Also available 
in 134” size—No. 315, and 
2” size—No. 316. Price No. 
314 to retail at 45¢. 





Ileo Challenger No. 317. 
Four pin-tumbler cylinder 
construction, solid brass 
case, bolt and operating 
cam, phosphor bronze 
springs, case hardened 
shackle with heavy brass 
plate. Thousands of key 
changes possible. Unusually 
attractive brush brass finish. 
Two nickel silver keys 
supplied. Size 144”. Price 
to retail at 75¢. 





Ilco Padlock No. 308. Case 
hardened nickel plated steel 
shackle, fine pin-tumbler 
type mechanism. Made of 
heavy cast bronze finished 
in bronze satin. Practically 
unlimited key changes. Two 
nickel silver keys supplied. 
Size, 144”. Also available 
in 134” size—No. 309, and 
2” size—No. 310. Price No. 
308 to retail at $1.50. 








INDEPENDENT LOCK COMPANY 
FITCHBURG, MASS. 
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FARM SUPPLIES 


Jobbers in stock tank heaters note a slight increase in the 
demand for this line. Other fall items for the farm are 
showing some stimulation, but the volume in these lines will 
be greatly reduced this year in the Northwest. Fencing and 
fence wire are moving better than during the summer months, 
as many of the farmers utilize this time of the year to make 
and repair fences. Winter poultry supplies are also im- 
proving to some extent. 


PUBLIC WILL BUY 


Even with the “depression,” many of the automobile firms 
in this part of the country are showing sales totals com- 
parable to those of last year, which is said to indicate that 
there is a good supply of money in this section and those in 
possession will spend if they can see good values for it. This 
brings us to the point that if retail values are right, the 
public will buy. It is still thought by many that prices are 
too high, in comparison to the income of the country, and 
that if prices are properly scaled down from the source to 
the consumer, business will show an improvement. It is 
further pointed out that adjustments are needed, and im- 
perative. It is believed that the surplus in many lines has 
been eliminated and that with prices and costs adjusted, 
many dollars that are now dormant will be put into circula- 
tion. 


CURRENT PRICES 


Hardware prices have remained firm during the past few 
weeks, showing no changes of note. Basic prices for the 
last quarter of the year on iron and steel have been an- 
nounced, and remain at practically the same level as for the 
previous quarter. The hardware retailer has a large task 
on his hands watching his prices on stock on hand to see 
that it is in line with the general markets. 


CLEVELAND 


Business Makes Slight Gain; 
Prices Assume More Stable Basis 





(Cleveland office of HARDWARE AGE) 
CLEVELAND, Oct. 27. 


ARDWARE business has shown a slight gain the 
H- few days and the October volume is expected 

to be just a little better than that in September. De- 
mand for staple merchandise is fairly steady and there is 
some improvement in orders for seasonal lines. Business 
done in September by the 16 jobbers in the Fourth Federal 
Reserve Bank District was 21.1 per cent less than in the same 
month last year. However, it showed a gain of 9.4 per cent 
as compared with August. The total volume of sales from 
January to September inclusive was 22.5 per cent less than 
in the corresponding period last year. Jobbers’ stocks in 
September were 21 per cent below those of September a year 
ago. In spite of unfavorable conditions that have prevailed 
the past few months, the morale of most retailers appears 
to remain fairly high. They feel that they have weathered 
the worst part of the storm and that any future change in 
the situation will be for the better. 


SEASONAL GOODS 


Gas and coal heating stoves have been moving better re- 
cently and are now fairly active. Circulating types of heaters 
are moving particularly well. Fireplace fixtures is another 
line that is in good demand at present. Stove pipe and 

(Continued on page 116) 
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PLYMOUTH 
PRODUCTS 


Corn Shellers, Grist Mills, Shoe Lasts, Shoe Stands, Shoe 
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BOOTH SHOE 
REPAIRING 


Economy 
COBBLER 








‘R-H” 
CORN SHELLER 
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“LITTLE GIANT” 
CORN SHELLER 


“IDEAL” 
RIVETING MACHINE 
For over a quarter 
of a century Fate- 
Root-Heath 


ucts have met with 


prod- 


increased popular- 
ity. Round out your 
with these 
Lib- 


eral profit assured 


line 


steady sellers. 


you. 





LAWNMOWER GRINDER 
FOR DETAILS AND PRICES WRITE 


THE FATE-ROOT-HEATH CO. 











IL¢CO 


UNIVERSAL 


DOOR CHECK 











PLYMOUTH, OHIO 
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The Ilco Universal Door Check, representing 
perfection in door checking devices, has just 
been released from a series of rigid tests that 
prove its strength and efficiency. It embodies 
these seven important features :— 


1. It introduces for the first time the posi- 
tively non-porous packing nut,—a vital 
change in door check construction. 

2. The severe strain on the piston rod is 
amply met by the specially designed 
forged steel connecting rod, to which is 
welded a strip of high tensile strength 
cold rolled steel. 

3. Two adjustments of closing speed—one 
to a point within six inches of closing, 
the second to the latched position. Copes 
successfully with any draught condition. 

4. It has a solid one piece forged steel 
crank shaft with three point bearing. 

5. All parts are designed extra large with 
a safety factor of nearly one number 
oversize. 

6. Its new and unusually fine dark bronze 
finish lends itself to any surroundings 
and may be varied to suit special re- 
quirements as desired. . 

7. The Ilco Universal can be mounted on 
either right or left hand doors without 
making any change in the assembly. 


These seven features make the Ilco Universal 
the most saleable door check on the market. 
Ilco offers you the same high margin of profit 
on the Universal that has characterized other 
Ilco products for years. 


Let us have your initial order today on the 
Ileco Universal. Ilco’s guarantee for profit and 
satisfaction stands behind it. Start to build 
your Fall and Spring door check business with 
the Ilco Universal. 


INDEPENDENT LOCK COMPANY 


FITCHBURG, MASS. 
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Better hardware items 
with Bakelite Materials 


Through the use of Bakelite Materials, 
leading manufacturers have added new 
beauty and utility and fncreased durabil- 
ity to a wide variety of hardware articles. 
Many retailers are realizing increased 
profits due to the salability, rapid turn- 
over and customer satisfaction afforded 
by these items. As may be seen above, 
there are products improved with Bakelite 
Molded for every department of the store. 


Bakelite Molded has been chosen for 
these many hardware uses because it is 
strong and attractive, because it is color- 
ful and its finish permanently lustrous. Its 
high insulating value and fine appear- 
ance have made it the preferred mate- 
rial for wiring devices of all kinds. Write 
for a list of the hardware items which 
employ Bakelite Materials together with 
names and addresses of their makers. 
BAKELITE CORPORATION, 247 Park Ave., New York 


CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 








The registered Wode morts shown above distinguish moterats 
mor tocnied 


coined 






BAK 





by Boteite Corporation Under the capital “Bs the 





LITE 


5 819" bor infininy, or I symbolizes the nfinte 
co number of prevent ond tvivre ves of Batelite Corporation's products. 


THE MATERIAL OF A THOUSAND USES 


elbows are rather active, and there is very good demand for 
|furnace pipe. Some stove boards are moving. Sheets and 
| steel roofing are moving fairly well. Call for black pipe has 
improved. Jobbers are encouraged by a decided improvement 
| in the demand for store fixtures which have been very dull 
| for several months. A fair business has developed in skates 
|and skiis. Business in these lines has been stimulated by 
| special drive. Sleds are being shipped out against early or- 
| ders. Some new business is being placed. Demand for glass 


| . . . 
| baking ware and mountings is moderate. 


| ELECTRICAL GOODS 


In electrical goods, special efforts to interest retailers in 
| household appliances have resulted in a fair volume of busi- 
|ness in these lines of merchandise. The same is true of 
| washing machines. A good volume of business is being taken 

in electric trains for the holiday season. Flashlights are 
fairly active. Radio equipment; which has been almost at a 
standstill for some time, is now showing some life. Orders 
are largely for the low priced receiving sets. 


| SPORTING GOODS 
| 


In sporting goods lines, ammunition continues to move well. 
| Some guns, mostly in the cheaper grades, are still being sold. 
Football continues fairly active. Automobile tire business 
is holding up very well for this season of the year. With 
|the approach of cold weather, demand has sprung up for 
denatured alcohol, which is bringing low prices this year. 
| The usual quotation for drum lots is 30 cents per gal. 


GENERAL CONDITIONS 


The market generally is fairly steady with no important 
/price changes. Reports of price concessions to move mer- 
'chandise are less numerous than a few weeks ago. Impor- 
tant changes are not looked for in the near future. Collec- 
| tions are still slow, but no worse than they have been. Many 
| retailers are hard pressed because of inability to collect ac- 
counts and are asking jobbers for extensions. The general 
industrial situation in this territory shows little change. 


New YorK 


Seasonal Goods Are Moderately Active; 
Price Situation Retards Improvement 

















New York, Oct. 27. 
OCAL jobbers of hardware and housefurnishings report 
L that seasonal goods moved at a fair rate during the 
past week, in view of the fact that weather conditions 
'have not been such as to add impetus to the call for fall and 
| winter lines. Wholesalers continue to expect a marked im- 
| provement in general business when the first protracted cold 
_spell of the season makes its advent. In addition to adverse 
‘basic conditions, jobbers point out that both unfavorable 
| weather and the lack of confidence the trade has shown in 
| prices have contributed to retarding current market activity. 
Close students of the hardware market continue to voice the 
| opinion that the stage is set for improvement, if fears as to 
several uncertain factors could be removed. World finance 
is the one factor being mentioned most frequently in this 
| connection. 


STOCKS VERY LIGHT 


While retail and wholesale stocks have remained at ab- 
/normally low levels for some months, it now appears that a 
‘concerted effort is being made to reduce them still further. 
'In many instances there is sufficient evidence that this policy 

(Continued on page 118) 
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Children PLAY 
With These Toys 





























Carry Car Trailer 


They Know 
They Will Last 


When Arcade Cast Iron Toys are 
on your counters, children recog- 
nize them as those sturdy, real look- 
ing toys that last. Their ambition 
is to own a fleet of these little mini- 
atures which they may readily do 
because they are so inexpensive. 


Always Good 


New Items 


Then too, there are always new 
Arcade Toys. As a dealer you 
need not disappoint your little cus- 
tomers who are looking for the new- 
est toys with the Arcade label. 
Check your stock with the list of 
new toys on the left, and if you 
don't have them, place your order 
immediately through your jobber. 
Write us for our catolog featuring 
these and many other items. 


ARCADE ::: TOYS 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


REPRESENTATIVES 


J. T. Rowntree, Inc. 
San Francisco Portland Salt Lake City 


Reo Coupe 
Caterpillar Tractor 
Mack High Dump Truck 


International Harvester 
Stake Truck 


Ford Wrecker 
Farmall Tracter 
Mack Ice Truck 
Dump Truck Trailer 
Lawn Mower 
Bottle Jack Sets 
Garden Sets 
Bowling Alley Games 
Radio Banks 
Stake Truck Trailer 
Fire Trucks 


Doll House Furniture 








BRANCH OFFICES 


New York 
200 Fifth Avenue 


Philadelphia 


6146 Wayan St. Los Angeles Seattle Denver 
Chicago Boston Dallas 
Merchandise Mart A. T. Otis D. D. Otstott, Inc. 

Room 14111 111 Summer St. Santa Fe Bldg. 
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NATIONAL 























FURNISHING 
EXHIBIT 


JANUARY 

_ 10 - 16, 
1932 

in the 


World’s Largest 
Hotel 


Houseware—Hardware Dealers and 
House Furnishing buyers from all over 
the country will attend this 5th Annual 
Exhibit—to see new and staple items 
and lines in all the new styles, finishes, 
and colors. 













S= NATIONAL 
HOUSE FURNISHING 
EXHIBIT -- oAte4sy2 °° 


































The Only National Meeting of the 
Trade and Industry. Hundreds of fac- 
tory displays—all under one roof. En- 
dorsed by the National House Furnishing 
Buyers Club. 


More manufacturers were assigned 
space September 14th, for the 1932 Ex- 
hibit, than for any previous Show, on 
that date. 


Ask for complete information about 
the House Furnishing Advertising Ex- 
hibit. $500 in cash for the best house 
furnishing newspaper ads. Open to all 
house furnishing buyers and dealers. 


Warren Edwards, 
Secretary 


NATIONAL HOUSE FURNISHING 
MANUFACTURERS ASSN. 


228 N. La Salle St., Chicago, Ill. 








PADLOCKS 


EXTRUDED BRASS 


PIN TUMBLER 


There is no way to view the inside 
mechanism of a first class padlock. 
Hence, your customers cannot SEE 
the extra security provided by good 
Eagle Extruded Brass, Pin Tumbler 
Padlocks. 


But YOU KNOW THE DIFFERENCE 
—and a timely suggestion, when a 
good customer is buying padlocks, 
will often sell these better Eagle Pad- 
locks that guarantee sure satisfaction 
and yield a higher profit per sale. 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


wate Fok co, 


26 Warren Street-- New York, 


Branch Offices: 
521 Commerce St. 177-179 N.FranklinSt 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mase 


Works et Terryville, Conn. 








is being carried to unhealthy extremes. Retail stocks are 
often inadequate to satisfy any increase in the consumer 
demand, such as is created by a day or so of frosty weather. 
Many wholesalers have not as yet purchased snow tools and 
other similar items in ample quantities to cope with the call 
which will arise with winter’s initial snowstorm. This leads 
to the belief that serious shortages may be expected. The 
situation is apt to be aggravated by the inability of some 
manufacturers to make immediate shipments. © 


COPPER MAY ADVANCE 


As a result of a series of conferences being held by copper- 
producing interests it is predicted in copper circles that the 
price of that metal is likely to advance to 8c. per pound from 
the record low price of 7c. which is now effective. 


THE PRICE TREND 


The price trend continues to ‘reflect an easier tendency, 
although this is largely attributable to concessions and shad- 
ing of quotations by both manufacturers and distributors, 
tather than to any announced revisions in established prices. 
In some cases excessive factory stocks are being offered at 
prices which do not return the cost of their production. As 
a rule, competitive products are then offered at comparative 
prices, which has resulted in an unsatisfactory and unprofit- 
able situation in scattered instances. 

Prices on some of the most popular items in electrical 
Christmas decorations produced by one of the leading man- 
ufacturers are as follows: 

Series Decorative Outfits 
Price Price 
Std. List Less Std. 
Pkge. Price Pkge. Pkge. 
8 It. ext. dbl. cord with new bell 


shape 15v. Mazda Ips. ....... 50 $1.75 $1°15 $1.10 
8 It. triplug lqgpp cotton cord with 
C-6 Mazda Ips. l5v. .......... 50 1.00 68 66 


Multiple Decorative Outfits 
7 It. 120v. with W.P. inside col. 
C-9% Mazda Ips. lacq. wire .. 50 3.25 2.13 2.03 
Wreaths 
12” half round plain wreath, red 
roping, single candle with 
120v. C-91%4 inter. base red 
OMEN ROE oe cds so haee os 48 80 53 900 
Star 


8 It. series Star of Bethlehem 
complete with C-6 Mazda 
bats A606 A Sd GL 25 2.50 1.70 1.62 
Mazda Christmas lamps are quoted by jobbers at $6.25 per 100. 


Weather strip is in active demand at the present time, with 
the following prices effective: 
Home Comfort, Maroon, 500 ft., $24 M. ft. net; 100 ft., $24 M. ft. 
net. White, 500 ft., $26 M. ft. net; 100 ft., $26 M. ft. net. 
Competitive Grade with Tacks, Maroon, 500 ft., $10.75 M. ft. net; 
100 ft., $10.75 M. ft. net. White, 500 ft., $10.75 M. ft. net; 
100 ft., $11.50 M. ft. net. 
On Gard Weather Strip—Reels, 200 ft. each, with nails, $.03 ft. net. 
Dispensing display free with two reels. 
On Gard Door Bottoms—32”, $3.20 dozen net; 36”, $3.60 dozen 
net; 42”, $4.20 dozen net; 48”, $4.80 dozen net. 


Influenced by the fact that leading manufacturers of shovels 
and scoops recently withdrew their freight allowance to 
wholesalers on these products, most local jobbers have ad- 
vanced their prices on scoops 40c. per dozen. It is said 
that the same advance will be necessary on shovels, although 
the actual revision on the latter has not been made. 
Anti-freeze mixtures are in improved demand with Eveready 
Prestone being quoted at $3.60 per gallon in lots of six gal- 
lons or more, and at $3.80 per gallon in lots of less than six 
gallons. The same prices apply to all four of the available 
sized containers—¥ gal., 34 gal., 1 gal. and 1% gal. 
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“INDIANA ~ 


X-TRA QUALITY 


SHOVELS | 
Fulfill Every Promise 


The rainbow is a promise of no more 
floods. Indiana X-tra Quality Shovels are 
a promise of no more shovel troubles. Use 
these shovels and find the “pot of gold” on 
every job. 


















Made from tough, wear-resisting implement 
steel specially processed by our experts. 







Jobbers find the Indiana Line most profit- 
able. Dealers, please order through your 
Jobber. 


THE INGERSOLL STEEL & DISC CO. 
Successor to The Indiana Rolling Mill Co. 


New Castle Indiana 






































SILVER LAKE 
SASH CORD in 
TUBEHANKS 6 SELF-DISPLAY CARTON 


NOW the foremost sash cord offers outstanding sales-clinching fea- 
tures. New Tubehanks eliminate all spiral snarls . . . new telescope, 







self-display carton stimulates sales. Write for details of this BIG idea. 
SILVER LAKE COMPANY... . NEWTONVILLE, MASS. 
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Never 
Stain 


Paring Knives 





No. 73—3-inch blade of Sterling quality 
Stainless Steel, etched. Shaped handle in coco- 


bolo or ebony. . Brass rivets. 








No. 84—3-inch blade of Sterling quality 
Stainless Steel, swaged and etched. Shaped 


handle in cocobolo or ebony. Brass rivets 


and burrs. 





No. 2889—3-inch blade of Sterling quality 
Stainless Steel, etched. Flat rubberoid handle, 
riveted. Nickel plated ferrules. 





No. 4310E—4-inch blade of Sterling quality 
Stainless Steel, etched. Shaped ebony handle, 
brass rivets and burrs. 








No. 3560—3-inch blade of Sterling quality 
Stainless Steel, swaged and etched. Sanitary 
cork-filled sheet aluminum handle. 


MEE — ED 


No. M5391—254” curved blade of Sterling 
quality Stainless Steel in full mirror finish, 
etched. Shaped indestructible highly polished 
ppeceem handle, nickel silver rivets and 

urrs. 


Order Thru Your Jobber 


The Ontario Knife Company 


FRANKLINVILLE, N. Y. 
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| 1930, will show a moderate increase. 


BOSTON 


Trade Activity Continues Unchanged; 
Banking Situation Appears Brighter 


(Boston office of HARDWARB AGE) 
Boston, Oct. 27. 


OT much change is noted in the general character of 
business this week. According to wholesale houses, 


Bt orders are coming in satisfactorily, and while book- 
ings for the month will show a seasonal decrease as compared 
with September, this year, volume contrasted with October, 
Measured in dollars, 
however, October business in alf probability will run behind 
last year. 


IN ACTIVE DEMAND 


The bulk of current retail wants runs to such things as 
stove pipe and elbows, stove and furnace accessories, kegs, 
storm door and window accessories, window glass, roofing 
materials, garbage cans, pails, and hunting accessories, al- 
though there is a steady outgo of standard merchandise. 
Interest in futures is still rather limited and confined largely 
to ice skates, hockey sticks and garden tools for next spring 


delivery. Increased demand is reported for carpenters’ tools, 


| flashlight cases and bulbs, automobile tire chains, anti-freez- 


| ing brands, and quite a decided improvement in the sale of 


| faucets. 


ORDERS ARE SMALL 


But even in the case of those goods that are selling in 


| larger quantities than heretofore, it is plainly demonstrated 


that evolution is going on in selling of merchandise. To 
illustrate, only a few years ago the average retail hardware 


| dealer never thought of buying hammers except by the box 


or half dozen. Today he seldom buys more than one or two 








hammers of a given style at one time. 

There are exceptions to the general rule, of course. There 
are retail hardware firms buying merchandise in larger quan- 
tities than ever before, but at a price. There are others 
buying large quantities on a quality basis. In both cases 
such retailers have made up their minds that you can carry 
a complete and well assorted stock and not make money 
unless the public is advised of whaf you carry. To let people 
know what they have in stock, they advertise in the papers 
and in other ways. 


ACTIVITY VARIES 


Thus it happens that the average retail New England 
hardware dealer is not particularly busy just now. In Boston 
is found a good illustration of how store activity varies. One 
retail concern down toward the South Station, noted for the 
agility of clerks to wait on you, is doing quite well. Almost 
around the corner is one of the retailers who advertises doing 
a good business. Not so far away from these two stores is 
a third where business is only fair at best, while over the 
other end of the city on the way to the North Station is a 
concern that is doing very little business. 


BUSINESS OUTLOOK 


The business outlook, based on general industrial condi- 
tions, appears somewhat beclouded. There are still labor 
disputes’ which have stagnated retail buying in their respec- 
tive localities. Indications are, however, these labor troubles 
will be obliviated shortly. As a matter of fact, there has 

(Continued on page 122) 
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YOUR 
Paint Story 


in 
HARDWARE 
AGE 


HARDWARE AGE is read every week by 
merchants who are always ready to give 
a likely product a trial. One of the rea- 
sons why these men read HARDWARE 
AGE is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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Steel Rods-Always Better 


BIGGEST VALUE— 
FASTEST SELLING RODS 


For more than a quarter century the Richardson Rod & 
Reel Co. has maintained a sales policy to merit the en- 
thusiastic approval of hardware jobbers and dealers. Rods 
with style, quality and action—with an irresistible appeal 
to every fisherman. A wide variety of both solid steel 
and tubular rods—the most complete line manufac- 
tured. For every purpose and to fit every purse. Priced 
to show the trade a good profit. Consistently adver- 
tised and known the country over. 






























ONE PIECE SOLID RODS made of Chrome Vana- 
dium Steel. Marvelous casting action combined with 
strength. They set the hook almost automatically and 
maintain a constant tension on the line that prevents 
fish from throwing the hook. 





HEXAGON JOINT 


No. 155, Hexagon Rod finished with rust proof Cadmium plate. 
Most handsome of all offset handles. KANT SLIP reel band. 
Will hold any reel securely. Beautiful crystal agates throughout. 
Specially designed extra strong offset top. Lengths 3 to 5 ft. 
Priced to retail at $5.75. 
No. 150—Hexagon Rod—Dark Green Enamel. . $5.25 
No. 100—Round Rod—Dark Green Enamel 4.75 


7 oa - 





No. 180. Hexagon Rod finisHed with rust proof Cadmium plate. 
Double grip handle. Reel lock and detachable finger hook. 
Handsome crystal agates throughout. Specially designed extra 
strong offset top. Lengths 3 to 5 ft. Priced to retail at $4.00. 
No. 175—Hexagon Rod—Dark green enamel. . $3.50 
No. 125—Round Rod—Dark green énamel. . 3.00 
16 other models of Solid Rods 
54 models of Tubular Rods 
26 models of Landing Nets and gaff hooks 


‘SEND THIS COUPON 


RICHARDSON ROD & REEL CO. 

3150 N. Sawyer Ave., Chicago, III. 

( ) Please send for our examination a limited assortment of fast sell- 
ing Richardson Rods on 30-day memo billing. 

( ) Send complete information and wholesale prices. 
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J 
HERE 1S SOMETHING 
YOU CAN EASILY SELL 


Everybody is interested in 

casters that will not score 

the floor or injure rugs 
and carpets 


a 
> | 


‘‘ACME’”’ Ball Bearing Casters 
Meet the Demand 


All you need do is demonstrate “AcMEs” 
to make a sale. Roll an “Acme” on the 
palm of your hand. The customer buys 
readily and usually comes back for more. 


One set of “AcCMES” always sells another 
set. Retail price reasonable. Profits gen- 
erous. “ACMES” give you an opportu- 
nity to build up sales and increase the 
good-will of your customer. 


Send for Samples, Quotations and Complete 
Information 


The Schatz Manufacturing Co. 
Poughkeepsie, New York 








BALL BEARING 


Casters 










until very recently been a gain in New England employ- 
ment, and if those or strike return to work, things will look 
quite rosey. 


BANKING POSITION 


Bank closings have ceased. The stronger and more im- 
portant banks, which a short time ago reduced or eliminated 
interest rates on deposits, have restored these. The Federal 
Reserve ‘Bank has boosted its rediscount rate, which means 
that the ordinary bank is at last in a position to charge a 
fair rate of interest on loans, a rate that will permit a profit 
for the bank. Being in a position where they can make 
money, it is believed that banks hereafter will be more will- 
ing to make loans and that if they do business in general 
will improve. 


PITTSBURGH 


Mild Improvement Noted; 
Industrial Situation Unchanged 





(Pittsburgh office of HARDWARE AGP) 
PittspurGH, Oct. 27. 


\ 7 ITH fall items moving somewhat better and demand 

for loaded shells and firearms well maintained, con- 
ditions in the local hardware market continue to 
show mild improvement. With the hunting season to open 
next week, dealers are now Wéll stocked on ammunition and 
hunting clothing, and sales to date have been satisfactory. 
At the same time one large jobber reports that its aggregate 
movement this year compares favorably to the 1930 season, 
which was also very satisfactory from the standpoint of 
volume, if not price. Orders for fall and winter items are 
numerous if not individually large. Many retailers are carry- 
ing stock far below normal, and do not seem inclined to in- 
crease them even imthe- most active season. 


AUTO TIRES LIVELY 


In the face of depressed sales in many hardware products, 
automobile tires have made a particularly good showing this 
year. Tire sales of jobbers are generally in excess of 1930, 
and in some cases the gains have been particularly large. 
While this is partially due to the reduced sales of new cars, 
hardware jobbers have been anxious to take advantage of 
their opportunities and have pushed sales more than usual 
with very encouraging results. Accessories in general have 
also been in somewhat better demand in recent months. The 
price of tires has been reduced about 5 per cent for the 
4-ply type, although tubes and 6-ply are unchanged. 


PRICE CHANGES 


Price changes in general during the week have been of 
a minor nature, althoughsa revision in nail prices has been 
announced by several jobbers. The quotation is now $2.20 
a keg, and other merchant wire products have been advanced 
accordingly. The increase on 4-point cattle barbed wire 
amounts to about 8c. a spool. Quotations on painting in- 
gredients are unchanged, with the exception of turpentine, 
which has been reduced to 48c. a gal. in bbl. lots. 


INDUSTRIAL CONDITIONS 


Industrial conditions in the Pittsburgh district are just 
about holding their own and slight improvement is noticeable 
in some lines. Steel ingot production is unchanged at about 
25 per cent of capacity and steel finishing mills are running 
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Those dear dull days 
= ARE GONE ~ 


Time was, when hardware was expected 
to deteriorate. Corrosion like the cholera 
was something you just had to accept— 
but today it’s taboo. Rust has become an 
ugly word. It’s ugly when it causes stock 
depreciation and even worse when it shows 
up on the blade of a customer’s carving 
knife. It is a failing of old fashioned steel, 
an unnecessary nuisance which has no 
place in modern merchandising. 

The day is fast approaching when all 
steel must be ‘‘Stainless;’ not only be- 
cause ‘‘Stainless” has the appeal of per- 
manence (plated metal can never equal 
it) but also, because its deep, rich beauty 
fits the modern mode... The vogue is 
solid Stainless Steel. It’s profitable be- 
cause it’s popular. Genuine Stainless Steel 
is manufactured only under the patents 
of American Stainless Steel Company, 
Commonwealth Building, Pittsburgh, Pa. 
Write us for our interesting new booklet. 





STAINLESS STEEL 
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GRIFFIN HINGES 








Pg ae 


No. 220 Size of Butt — 33g x 33s In. 


N lovely homes 


where details mean so much 


rq (2lcriy Ba 


hINGES 


are found--because they com- 





bine sturdy, practical quality 
with precise uniformity and 


superior finish. 


( SRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE S¥; 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Market Sr. 
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with ALLITH 


. 


Garage Door Hardware! 


Free Wheeling isn’t new. Examine an Allith 
installation that’s stood the abuse of a dozen 
winters and you'll find that every single caster 
still “free wheels”—coasts along with a mini- 
mum of effort through winter, summer, 
spring and fall. 


They’re made that way. Allith engineers de- 
cided long ago that no single factor that en- 
tered into the performance of garage door 
hardware was too small to be taken into ac- 
count. With automotive precision they drew 
up the specifications for the equipment you'll 
find in our catalog. Skilled workmen made 


the parts and assembled them. 


Tested by years of actual use, Allith has 
proved itself the leading line of garage door 


hardware. 


Dealers “free wheel” with Allith, too. Those 
who’ve sold one installation find that Cus- 
tomer Satisfaction gives a new impetus to 
their sales drive, and their profits “carry on”’ 
with an increased momentum. To class your- 
self with the most 
modern, most pro- 
gressive merchants 
—‘Free Wheel” 
with ALLITH. Our 
latest catalog is 
yours for the ask- 


ing. 


No. “1180” for folding, 
sliding Garage Doors— 
keeps doors weather-tight 
and heat retaining. Can’t 
jump ‘track; easily lubri- 
cated; quickly installed; 
steel frame, swivel type 
hanger; no side friction. 





Allith-Prouty Company 
DANVILLE 
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at a somewhat higher rate. While production of pipe and 
tin plate has fallen off during the month, sheet mills are 
engaged at a better rate, and the same might be said of strip 
steel. 

Some improvement in demand for window glass is reported, 
but glass going to the automobile industry show little gain. 
Production has been resumed at a number of glass factories 
which have been idle during the summer, but the improvement 
is largely seasonal. 


COLLECTIONS 


Collections are still very slow and bank failures in Pitts- 
burgh have. hampered any improvement arising out of the 
recent efforts of the Government to stabilize banking affairs. 








CHICAGO 


Better Feeling Is Manifest; Lower 
Prices Prevail on Radio Tubes 


(Chicago office of HARDWARE AGE) 

Cuicaco, Oct. 27. 
USINESS conditions in Chicago, based on information 
B from the Chicago Association of Commerce, have taken 
on a substantially better tone. While ingot output 
has declined to only about 28 per cent of capacity, finished 
steel orders received by local plants showed a pickup; several 
large contracts being placed by railroad, industrial and 
structural buyers. The effect upon public confidence of 
President Hoover’s plan for relieving the banks is quite 
apparent. There seems less of the hopeless feeling of a 
few weeks back, and more of a tightening of belts for -what 

lies ahead. 


THE BRIGHT SPOTS 


Organization has been completed of the Illinois-Chicago 
section of the new National Credit Corporation, or bankers’ 
pool, and upward of thirty million ‘dollars was pledged at 
the first meeting. The neighboring States in this Federal 
Reserve district are organizing with almost equal prompt- 
ness. Postal savings deposits reported as of Sept. 30 show 
a new high record of $460,915,027, a country-wide gain for 
the month of $45,929,139. Chicago’s total deposits during 
September increased $4,000,000. A new decision of the 
Illinois Supreme Court concerning the prevailing rate of 
wage law will release upward of $50,000,000 worth of build- 
ing and road work. Meanwhile construction activities have 
been quieter than the fine weather has justified—structural 
steel awards amounting only to 15,000 tons, with new projects 
ahead for about the same amounts. Lettings of reenforcing 
bars, however, were large at 15,000 tons. All steel prices 
are remaining very stable. 


THE CONVENTIONS 


Chicago’s guests at the great conventions of last week 
were treated to unbroken days of marvelous weather. No 
little of the manifest tone of courage and cheer was due to 
the sunshine—to the convenient and comfortable assembly 
quarters, and to the hospitable reception and care of the 
convention’s members and visitors. There was much out- 
spoken sentiment against the growing inroads of foreign-made 
hardware and supplies, and their serious effect in times of 
American unemployment. 

Possibly, wholesalers and retailers do not realize that on 
(Continued on page 126) 
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The H. & R. “22 Special” 


This popular revolver is now supplied with a stock of improved design, of selected 
walnut, checked. The new stock permits the high position or grip, used and approved 
by the majority of expert pistol shooters. This stock is also furnished with the “922,” 
“Hunter Model” and “Expert” revolvers. 







H&R22 SPECIAL’ 


Shoots .22 Short, .22 Long and .22 Long Rifle Car- 
tridges. 6-inch Barrel for accurate shooting. Hinge 
type; automatic shell ejector. Checked Walnut Grip. Gold Front Sight. Blued 
finish. Weight, 23 ounces. 


“The hand cannot slip on our checked Walnut Grip” 
Order through your Jobber 
Manufacturers Harrington & Richardson Arms Co., Worcester, Mais., U. S. A. 


Other members of the “Gold Front Sight Line” 
“TRAPPER MODEL”’—“922”—“HUNTER MODEL”—“TARGET MODEL”—“EXPERT” 

















WHEELBARROWS 


Outstanding advantages that assure satisfaction to 
both user and seller: 


SEAMLESS, SMOOTH, PRESSED STEEL TRAYS 
“NEVER BREAK” WHEEL WITH RIVETLESS HUB 
GREASE POCKET IN HUB FOR EFFICIENT LUBRICATION 
MALLEABLE IRON AXLE BOXES 








Write for complete catalog of barrows for contractors, industrial 
users and gardeners. See your wholesaler. 


THE TOLEDO WHEELBARROW COMPANY—TOLEDO, OHIO 
Branch Office and Warehouse: CHICAGO—520 West Erie Street 
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Standard for 85 Years 


“Cleveland” Grind- 
stones are handled 
profitably by more 
Jobbers and Retailers 
than any other line. 


Being the best known, 
makes them the easi- 
est to sell. The Har- 
vest King, for use 
with either gas en- 
gine, or electric pow- 
er, is a splendid seller 
to the farm trade. It 
puts a keen edge on 
farm tools and imple- 
ments quickly and 
easily, and is sold at a 
popular price. 





HARVEST KING 


Frame of heavy angle steel 
14” x 1%” x %", strongly 
braced and is equipped with our 
standard high grade selected 
“Cleveland” Grindstone. Shipped 
folded complete, stone crated 
separately to save freight. 


“CLEVELAND” 


Grindstones 





STERLING 


Substantial, light running, 
mounted with a “Cleveland” 
Grindstone, genuine Berea grit, 
which we alone manufacture. 19” 
to 22” in diameter, 134” to 2%” 
thick. Frame can be set up in 
a jiffy—merely by manipulating 
one bolt. Shipped knocked down 
and crated. 


The Sterling Grind- 
stone operated by 
foot power is exceed- 
ingly popular with 
farmers, mechanics 
and home owners who 
want the best. 


It is noted for its easy 
operation and won- 
derful grit, being 
mounted with a Gen- 
uine BEREA Grit 
Stone which we alone 
manufacture. 


Jobbers supplied di- 
rect. 


Dealers through near- 
est Jobbers. 


Send for Catalog. 


The Cleveland Quarries Co. | 


Cleveland, Ohio 


28 West Broadway, New York 


Lombard & Co., Inc., Boston, Mass. 
New England Agency 








| 





— 
such important lines as the following there have been tre- 
mendous increases in imports even in this slack year: Steel 
pipe imports increased 18 per cent for the first eight months 
of 1931 over 1930. Barbed wire increased 80 per cent, nails, 
tacks and staples 68 per cent, and bolts, nuts and rivets 70 
per cent. Perhaps the American farmer and other eventual 
users of these foreign commodities need reminding that a 
very great share of this material flows through mail order 
distribution and that self-interest, as well as patriotism, is 
deeply involved in present-day loyalty to America’s own 
products. 


WEEK’S TRADE NEWS 


Galvanized sheet steel and tin-plate have shown much 
better sales during this. month. .The 5 per cent decline in 
tin-plate on October 1 is felt to have settled values on that 
line to a point where the same steadiness can be expected 
as is already maintained on steel sheets and on nails and wire. 

R. C. A. Radiotron Company has made substantial reduc- 
tions on radio tubes, ranging up to 40 per cent, and affecting 
the popular types, which make up 82 per cent of the tube 
demand. This is the fourth price reduction on tubes since 
1930, making present prices about 50 per cent under those 
existing before July last year. 

There has been an advance of about 10 per cent in price 
of electrical toggle and push switches. Appliance sales are 
picking up steadily—toasters, heaters, waffle irons, and corn 
poppers being in very good demand. 

The price of cotton waste, both white and colored, has had 
several declines during 1931, and has reached the lowest 
point in years. While there is said to be no immediate 
prospect of an upturn, waste seems to be a buy at today’s 
quotations. 


PROFIT BUILDERS 


Unusual values are being offered in leather gloves, for 
work and semi-dress wear, and in children’s school and play 
gloves and mittens. Many hardware stores are adding these 
lines and finding them both competitive and _ profitable. 
Leather half-soles, heels and findings are selling better than 
for years. Prices are low, and there is more home repairing 
being done than since the war. 

A new popular-priced anti-freeze tester is selling well and 
can be sold by the hardware store at a large profit, meeting 
or beating mail-order pricing. Twenty-five-cent pocket knives, 
almost as good as recent fifty-cent specials, are now profit- 
ably available, and naturally are among the livest-moving 
“leaders” in the stores. 


- 


Waterbury Electric 
Clocks 


The Ingersoll - Waterbury 
Co., Waterbury, Conn., offers 
a new line of Waterbury elec- 
tric clocks with designs 
adapted from famous period 
models, as well as a number 
of popular designs. Mayflower 
Alarm No. 115, listing at $9.75 
with alarm or $8.50 without 
alarm, is illustrated. It is ex- 
ecuted in walnut-color bake- 
lite and is patterned after an 
early American design. Other 
models include a mahogany veneered tambour, list $9.95, 
“Shell” kitchen model clock, list $7.50, and “Concord,” a 
banjo clock listing at $25.00. A translucent “Marbelette” 
model in various colors lists at $7.95. Dealer discount is 40 
per cent in quantities less than six. 
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The McGraw-Hill Building, Chicago, a reaeseeteties building 
in which Lawson-Milwaukee Hardware has been installed. 











ENTER Broaden your rarige for 
hardware sales at lower 


selling costs. The Law- 


WIDER son - Milwaukee line 
opens up the most prof- 
itable business “from 

SALE S factories, schools, 
hotels, hospitals, the- 

atres, office and other 


FIELD S large public and private 
buildings. 


Lawson-Milwaukee Hard- 
ware gives all the advan- 
tages of completeness to 
satisfy every demand— 
compactness to keep your 
stock down—buyer pref- 
erence to make your ef- 
forts more productive. 


See what Lawson - Mil- 
waukee Hardware will do 
for you—write for the 
catalog now. 





1990 Cast Metal Rim Bolt—a popu- 
mg unit in the Lawson-Milwaukee line. 


MILWAUKEE STAMPING CO. 
MILWAUKEE, WIS. 


LAWSON 
MILWAUKEE 


SPRING HINGES 


Sales Rooms and Warehouses 


Milwaukee Stamping Co., 416 Broadway, New York Cit, 
Milwaukee Stamping Co., 150 N. Wacker Drive, Chicagn. Ti. 
C. E. Harris, 120 E. Pearl St., Boston, Mass. 
F. J. Allen, 1830 Roberts St., ‘New Orleans, La. 
J. H. North, 1002 Woodlawn “Ave., Dallas, Texas. 
&. F. Bevers, 521 30th fae South, Seattle, Wash. 
W. Jonas, 320 E. 3rd St., Los Angeles, Cal. 
hg J. Walker, Ltd., 507" ‘Coristine Bldg., Montreal, Que., Can. 
Peterson Sales Co., 1921 Blake St., Denver, Colo. 
T. Mortimer & Co., 64 Wellington’ St., West, Toronto, Ont., Can 
Thomas G. Perry, 406 Southeastern Trust Bldg., Atlanta, Ga. 
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This Frame Will Not 
Fold Forward and 
Interfere With Blades 





That's Why / 


The frames of all ‘“Nox-All” Grass 
Catchers are made of extra heavy galvanized wire 
constructed so that the catcher cannot fold forward 
and interfere with the wheels or knives of the 
mower. Maximum rigidity is also obtained 
by this feature. 


No. 501 
Furnished in White or 
Striped Duck 


Galvanized wire frame folds flat 

against bottom for convenience in 

shipping. (A feature a. ig all 
“Nox-All’” Grass Catchers.) 





No. 708 
The ‘‘Nox-All” Holdsmore 


Patented flange stacks up cut 

grass and prevents it from sliding 

forward into the blade. Double the 
eapacity of ordinary type. 









No. 500 ; 
Furnished in White or Joxgte 


Striped Duck 


Extra Heavy Galvanized iron bot- 
tom with wire frame with steel 
coil spring self-adjusting hooks 
which regulate tension and hold 
catcher firmly in place. 





5004 ey 
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Made Only by 


CANVAS PRODUCTS CO. 
1240 South 7th St., St. Louis, Mo. 


Pacific Coast Representative: E. C. Ward Co. 
452 Wileox Bidg., Los Angeles, Cal. 




















That Will 


Increase 


NEWE - Replacement 
BISSELLS Sales 


The new, modern Bissell sweepers — “Elite,” 
“Queen,” “Princess,” “Utility’—are truly in the 
mode of today. Cases are lower and lighter; 
chrome plated fittings on the three finer models, 
greater mechanical perfection — all this combined 
with exclusive Bissell “Hi-Lo” Brush Control. 
Feature Bissell’s as ideal gift merchandise as well 
as for practical utility. 


Bissell’s are backed by tripled national advertising 
in leading women’s publications and over the air. 


BISSELL CARPET SWEEPER CO. 


GRAND RAPIDS, MICHIGAN 
New York Office and Export Dept., 46 West Broadway, New York 


PROGRESS DISPLAY 


This highly attractive and 
attention getting Display 
(life-size) will be sent free 
and postpaid to any Bissell 
dealer upon request. 






: new j 4 
BISSELL “‘®@ 


THERE 1S 
NO MORE 


yy 
}HARD BEARING DOWN x: 
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Filing Saws by Machine 


Increases Store Revenue 


N Princeton, W. Va., the Virginia Hardware Co. 
has developed a profitable business in filing 
saws by using an automatic machine designed for 
this particular purpose. - Princeton has a population 
of 7000 and most of the saws filed by the store are 
of the hand type, although the machine is capable 
of filing circular, cross-cut, and band saws as well. 
A charge of 50c. is made for filing hand saws and 
these have been brought to the store for filing in 
sufficient numbers that the original cost of the ma- 
chine was quickly defrayed and the present income 
from this source is largely net profit, with the ex- 
ception of the files worn out in the process. 

Linken Hoker, proprietor of the store had had 
twenty years’ experience as a machinist before en- 
tering the hardware business and he was quick to 
see the many advantages of being able to turn 
out a machine filed job. When saws are hand filed, 
in Mr. Hoker’s opinion, it is extremely difficult to 
secure the perfect uniformity necessary to properly 
sharpen a saw. As the machine files every tooth 
exactly the same, he also said that saws sharpened 
by this method will cut faster and stay sharp longer. 
Contrary to what might be surmised, it has been the 
experience of this store that the operation of the 
machine is extremely simple, easy to adjust, and 
finishes the filing job much more speedily than if 
undertaken by hand. 





Electrical Wholesalers Urged 
To Avoid Bad Debt Losses 


Greater care in credit extension as a means of controlling 
bad debt dosses is held to be a problem of primary impor- 
tance to wholesalers of electrical goods by the Department 
of Gommerce in a report just issued summarizing the results 
of a study of the wholesale electrical industry. 

Bad debt losses were found to be wholly responsible for 
the marked increase in operating costs shown by the business 
over a period of three years. During that time the report 
shows operating costs rose from 16.8 to 28.1 per cent of sales, 
but excepting for bad debts, other operating expenses show 
a slight downward trend. 

The study of electrical goods wholesaling was made by 
the Department at the request of the National Electrical 
Wholesalers’ Association, and covered the operations of a 
selected large establishment handling a wide range of goods 
and dealing in a trade territory extending into three States. 

The credit difficulties of this concern, the report asserts, 
resulted largely from concessions of liberal credit terms 
allowed in an effort to build up sales volume. 
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W. W. BABCOCK CO. - - BATH, N. Y. 
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Spread Bottom Reneral 
Fruit Purpose 






































Fig. — ee Faucet 
(Tee andie as ° ° 
regularly furnished) LOW because of quantity production. 





Fig. 545—Stop and Drain Fig. 540—Sediment Faucet Fig. 522—China Lever Handle 


SHERMAN 


Compression Work 


We give particular attention to this line, and Jobbers and Retailers who 
handle these goods find them decidedly profitable. 


All our Compression Work is made with encased seat washers and dome cap 
packings, and is of substantial weight to withstand long, hard service. Our 
designs are modern, the quality thoroughly dependable, and our prices are 










Send for Catalog No. 28. It shows 
complete line of Compression Goods. 


Jobbers supplied direct — Dealers through Jobbers 


H. B. SHERMAN MEG. CO. 
Battle Creek. Mich. 
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Insist upon the Original 
U. 8S. Poultry Fenee! 


@ Designed like farm fence 

@ Line wires run parallel full length of roll 

@ Interlocked joints cannot slip or unravel 

@ Stretches straight to wood or steel posts 

@ Requires no top-rail--no baseboard 

@ Rolls out flat; easier to handle and cut 

@ Rigid enough to stand alone 

@ Costs no more 

You, as a dealer, can reduce your merchandise 
investment, speed up turnover, boost sales and profits, 
by concentrating on this modern, nationally advertised 
netting. It alone fills every need, meets every de- 
mand, of your trade. It consistently outsells all other 
nettings for every purpose. It discourages price com- 
petition... attracts mew customers... builds per- 
manent and profitable repeat business. 

U. S. Poultry Fence, now as always, is distributed only 
through the regular wholesale and retail channels. It is the 
only poultry netting nationally advertised to your customers. 


Consider these important factors when you egee your 
orders for poultry netting! Be sure to insist upon the original 
U. S. Poultry Fence! For, in no other netting can you obtain 
the superior U. S. features of design and construction the pub- 
lic has come to demand! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL, Farm Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 







Furnished in 
- woe ae’ standard heights 
-inch an --12 to 72 inches 







Two-inch Meshes 


US. Poultry Fence 
“Th . 


That Stands 


— 








Independent Stores Handle 
69.46 per cent of Trade 
West of Mississippi 


i twenty-two States west of the Mississippi River, 
single store independents do 69.46 per cent of 
all retail business, according to a special summary 
of sales in that section made available to Domestic 
Commerce, and soon to be available in printed form. 
Local: multi-units are second in importance, with 
16.40 per cent of all retail trade, and sectional and 
national chains account for 11.18 per cent of all 
retail sales. Other types of retailers accounted for 
2.96 per cent. 

As noted in the survey of sales through chains 
and independents appearing in Domestic Commerce 
of April 20, the larger cities have a higher propor- 
tion of sales made through chain stores, so it seems 
probable that when the returns of the Eastern States 
are added to the above figures the percentage sold 


| by single store independents will be somewhat lower, 


perhaps 66 2/3 per cent. 


A Plan to Sell 
Boy Seout Knives 


N a recent booklet entitled “Brains and Pains 

Applied to Cutlery” by Saunders Norvell, 
president, Remington Arms Co., Inc., Mr. Norvell: 
outlines many practical sales pointers to be used 
in selling cutlery. One paragraph in the booklet 
deals with an idea for selling scout knives and 
reads, in part, as follows: ““Now a good way to in- 
crease sales of scout knives is to put a screw eye in 
the ceiling just over the cutlery case. Then attach 
a small copper wire to this screw eye and hang the 


knife to it so it will swing- like a pendulum just 


about two feet over the top of the show case. Open 
the blades of the knife. 

“This swing knife will attract a great deal of at- 
tention. It will be noticed by everybody entering 
the store. Of course, this knife in time will rust, 
but a dealer can afford when this happens to re- 
place it with a new knife and sell the old knife at a 
cut price. The advertising is worth the lost profit. 
Just try out this little scheme. This applies par- 
ticularly to the scout knife on account of the ring 
in the handle to which the copper wire can be 
attached.” 
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Llaiscelf 


Pencils Point to Profits 


Carpenters, Lumbermen and Storekeepers use lots of 
pencils. Sales prove it. Sales also prove that Blaisdell 
Pencils are the most profitable sellers for Jobbers and 
Dealers. The three styles shown are in constant de- 
mand. Give them the display good pencils deserve. 


BLAISDELL No. 660 is a soft pencil popular with 
carpenters and builders. Unequalled for rapid mark- 
ing. Its bright RED finish catches the eye. 


BLAISDELL No. 1151 is in constant demand by lum- 
bermen, surveyors, shipping clerks, steel mill workers 
and railroad men. Weatherproof and waterproof. 7 
distinctive non-fading colors. 


BLAISDELL No. 792-T is for storekeepers for marking 
stock. Adaptable for all polished surfaces—glass, china, 
tin, agateware, etc. Makes very clear marks and prices. 
String feature eliminates use of knife to cut strip before 
unwinding. Also No. 792 without string for same pur- 
poses. Try one—you'll like it. Sell them to the other 
stores. 


Order From Your Jobber 
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PROFITS 


Mfaisdel vinsveran uss 
Awarded Gold medal Sesqui-Centennial 1926 
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For XMAS PROFIT 


sell Estwing Unbreakable Tools. 


Give one to your contractor customers. As a gift 
it will pay good dividends. Advertised to all 
carpenters this is a big seller and the best gift for 
man or boy. 


Ask Your Jobber for These 


ESTWING UNBREAKABLE TOOLS IN 
INDIVIDUAL XMAS CARTONS 












16 oz. Curved 
Claw 
Hammer 
E 116 


$2.00 





Hunting or Scout Ax 
E 524 


$2.25 






= 
Sold thru 152 leading wholesalers. Never sold 
thru chain stores or mail order houses. Your 
profit and prestige are always protected. Place 


these tools where your customers can SEE, 


HANDLE and BUY. 
ESTWING MFG. CO. 


ROCKFORD, ILL. 
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L*EPAGE’S 
Waterproof 


GLUE 


Nationally Advertised 


ae 
wATEAPR "GLU E 






Several Sizes 
10c. size 
8 oz. 
16 oz. 
5 lb. bags 
10 lb. bags 


A Real Moisture 
Resisting Adhesive 


10c. size 


Here’s a comparatively new type 
of glue—and it is guaranteed to 
withstand the action of mois- 
ture, humidity, extreme heat 
and climatic changes. 


For high grade work such as 
wood-jointing, veneering on 
furniture, cabinets and pianos. 
Easily mixed — no heating — 
great strength—clean to use— 
and economical. 


For the dealer that is in touch 
with his trade, here is a glue 
you can recommend with abso- 
lute assurance of satisfactory 
results. Just suggest it to some 
of your special customers that 
“putter” around in their home 
workshops. Tell them it can be 
mixed with cold water. They’ll 
thank you for it! Then watch 
it sell. Get a few dozen for 
stock, now. 


Russia Cement Co. 
Gloucester, Mass. 
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Convention Story (Continued from page 86) 


erts, manager, Dealers’ Service Bureau, 
Hibbard, Spencer, Bartlett & Co., and 
his subject was: “Our Experience in 
Assisting the Retailers to Meet Chang- 
ing Conditions.” 

“There is a serious question,” he 
said, “as to whether the retailer can 





R. H. ROBERTS 
Hibbard, Bartlett, Spencer & Co. 


make expenses by handling only the 
sort of merchandise the chains don’t 
want to handle. Many successful re- 
tailers do sell both popular prices and 
quality merchandise without difficulty. 
Some people prefer the better articles, 
and are willing to pay for them. Others 
prefer price to workmanship and ma- 
terial. The retailer’s job is not to argue 
with the public, but to give them what 
they want. The public’s changes in 
buying habits must be recognized,” he 
said. “The wholesaler must accept 
definite responsibility in assisting his 





H. E. HULBURD 
The Geo. Worthington Co. 


customers to meet these changed con- 
ditions. The wholesaler’s salesman is 
the greatest single factor in any whole- 
saler’s program to assist his customers. 

“Many independent dealers,” he said, 
“are too independent for their own 
good. They make it almost impossible 
to assist them.” Alluding to the Deal- 


er’s Service Bureau, of his house, he 
added: “Many dealers go along with 
us on everything suggested, others must 
be sold again and again as each plan 
or selling stunt comes up. Many deal- 
ers are disposed to pick and choose 
parts of the modernized plan, and that 
ruins the whole idea. Too many retail- 
ers feel that their particular business 
is an exception to all merchandising 
rules, and that ideas which will work 
successfully for someone else will not 
work for them. 

“Many hardware men lack imagina- 
tion,” he said. “They can’t believe that 
modernization, will cause their custom- 
ers to buy more hardware. Today peo- 
ple like to buy. They do not want to 
be sold—they resent being sold. They 
will go where goods are displayed and 
priced so that they can pick out what 
they want, without having to ask for 
things. Many retailers are also unpre- 
pared to advertise,” he added, “and the 
plan of his firm includes aid in this 





C. D. SMILEY, Jr. 


Simmons Hardware Co. 


particular. Some retailers proved to be 
slow in mailing circulars,” he said, “and 
a few were just too lazy to take them 
to the post office. A fair percentage, 
however, did a good job with satisfac- 
tory results.” 


Backbone Stock 


In regard to “back-bone” hardware 
stock, he cited a careful analysis of a 
certain store covering 18 months. It 
was found that this retailer added to 
stock and dropped over 2200 items in 
12 months. Analysis showed that he 
was adding one new item after another, 
selling out and adding others. A high 
percentage of his business was being 
done not on so-called back-bone items 
but in new and seasonable ones. “Deal- 
ers,” he said, “need diversification in 
merchandise; it is their big oppor- 
tunity.” 

Mr. Roberts referred to association 
activities in store planning, business 
control, etc., and urged the coopera- 
tion of all factors in the trade. In clos- 
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ing, he said: “Modernization means 
far more than a new style store. It 
means modern merchandise — right 
prices to retailer and consumer, and, 
above all, a merchandising plan. If all 
wholesalers would advocate the same 
retailing policies, and give the same 
sort of advice to their customers, sus- 
picion and indecision would soon give 
way to confidence and action. Whole- 
salers must lead the way to moderniza- 
tion.” 

H. E. Hulburd, The George Worth- 
ington Co., Cleveland, spoke on the ef- 
fect upon wholesalers and retailers of 
competition from concerns posing as 
wholesalers and distributing catalogs 
to the industrial trade. He referred to 
it as a menace little realized by the 
hardware trade. The leading houses of 
the kind referred to, he said, were 
originally wholesale jewelers, distrib- 
uting in a perfectly proper manner. 
The depression caused them to look 
for new business. Therefore they 
added furniture, toys, sport goods, elec- 
trical goods, etc., and began ‘sending 
catalogs to industrialists, preferably 
those employing many people, the ob- 
ject being to get the catalogs in the 
hands of the purchasing agents. Let- 
ters usually follow, calling attention to 
an opportunity to purchase merchan- 
dise for their personal use at wholesale 
prices. Naturally the purchasing agent 
gives the same opportunity to the em- 
ployees. 

Mr. Hulburd stated that most job- 
bers in a similar situation seek to be 
fair. They recognize the fact that the 
purchasing agent may be entitled to 
some courtesy and discount. “We re- 
fuse, however, to supply goods to them 
for the purpose of getting them into 
the hands of employees, enabling them 
to obtain merchandise at wholesale 
prices,” he said. “The seriousness of 
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Left to itiink, H. Chisholm, Griffin Mfg. Co., L. B. Everett, Bering-Cortes 
Hdw. Co., J. F. Wood, Griffin Mfg. Co., G. W. Dunnington, E. C. Atkins & 
Co., Inc. 


it,” he said, “is that the lines of hard- 
ware, sporting goods, etc., being added 
by these distributors—so-called jobbers 
—are increasing, and more and more 
industrialists are looking to that source 
of supply for what they purchase. It 
is a serious proposition, particularly in 
view of the fact that the leading man- 
ufacturers seem to be represented in 
these catalogs. 

In talking with these manufacturers, 
he added, they make little effort to 
justify their action. Some of them ad- 
mit no justification, but ask: “Where 
are we to get the business to replace 
it?” If we give it up, will you give us 
more business? Our only answer is that 
if they continue to do business along 
the lines they are now following, it is 
only a question of time until they kick 
the props from under their business. 
The thing is spreading constantly, and 
little effort seems to have been made 
to stop it. “But it seems to me,” he 
said, “that in view of the fact that so 
far the goods displayed in the cata- 
logs are well-known brands—brands 
that the hardware jobber and retailer 
are carrying generally—it should not 
require much effort to clear the situ- 
ation to a very great degree. 

“T am wondering,” he added, “if we 
as jobbers should not individually col- 
lect a library of these catalogs, find 
out just what lines are being sold to 
them, and discuss the matter in a 
friendly manner with the manufactur- 
ers whose goods we handle, which are 
also handled by the industrial jeweler, 
and see if a solution to the problem 
can be found before it becomes more 
acute.” He closed with a citation of 
numerous cases bearing out his con- 
tentions. 

The final speaker was C. Douglas 
Smiley, Jr., president, Simmons Hard- 
ware Co., St. Louis, whose subject 
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Left to right—N. D. Perine, Pennsylvania Lawn Mower Works, H. W. Stone, 
C. E. Tompkins and S. A. Dinsmore, David Maydole Tool Corp. 


was: “How Can Salesmen_ Increase 
Mail Order Business and In What 
Manner the House May Assist.” 

Mr. Smiley emphasized the fact that 
while the house has a very responsible 
part to play in obtaining and building 
up mail order business, the part the 
salesman plays is even more important. 
A salesman must be sold on his mer- 
chandise, he said, before he can make 
a success of selling it. He must be sold 
on his house, before he can sell his 
house to his customers. The same is 
true with mail orders. He must be sold 
on it, and in turn sell the idea to his 
customers. 

He pointed out that when a dealer 
has urgent need for quick service on 
certain merchandise and decides to or- 
der by mail he asks himself: To what 
salesman’s house will I send this or- 
der? Will they understand my order 
and fill it accurately? Will they un- 
derstand my urgent need and fill my 
order promptly? The answers will de- 
pend upon what the salesman has done 
in selling the customer or his mail 
order department. 

Mr. Smiley declared that personality 
is a great factor in the getting of busi- 
ness; that a dealer buys from a jobber, 
because he likes the merchandise car- 
ried by that jobber, and because he 
likes the salesman. If a salesman has 
built up friendships and has had a 
proper regard for the interests of both 
his house and his customers, those cus- 
tomers will favor him because of the 
personal equation. 

The part the salesman plays in mail 
order business is not accomplished in 
one trip over his territory, he said. It 
is the result of keeping everlastingly 
on the job. The house can help by 
sending out to the trade circulars ad- 
vertising seasonable merchandise and 
pointing out to the dealer the other 
allied items. The majority of mail 


order business the jobber receives is 
due to dealer confidence and urgent 
need of the goods.. If the jobber be- 
trays this confidence or fails to give 
proper service, the dealer will lose faith 
in the house and the salesman will be 
under a handicap. 

Since many mail orders are not as 
definite as they should be, he said, ex- 
treme care should be exercised to avoid 
sending something the dealer doesn’t 
want. The careful handling of orders 
has a tremendous bearing on the at- 
titude of the dealer when he has an- 
other order to send in. In summing 
up, he said: The volume of mail orders 
received is in proportion to the good- 
will as have built in the trade, and 
good-will involves every act on the part 
of every employee, from the boy who 
opens-the mail to the packer who nails 
up the crate. 

Following Mr. Smiley’s address came 
the reports of committees, the first be- 
ing the one appointed to draft a reso- 
lution concerning a revision of the anti- 
trust laws. A. H. Nichols, Buhl Sons 
Co., Detroit, submitted the resolution, 
which was phrased as follows: 

“Whereas, We believe that the cause 
of the present distressed condition of 
industry is the demoralization from 
reckless competition occasioned by the 
inability of competitors to cooperate 
lawfully and effectively not alone in 
the development and use of our natural 
resources, but even more in the gen- 
eral business of manufacture and dis- 
tribution, 

“Be It Resolved, That the officers of 
this association be instructed to send 
to each member of the Congress of the 
United States our request that there be 
a committee appointed by Congress 
carefully to investigate the workings 
of all phases of our anti-trust laws so- 
called; to determine whether the evils 
of destructive competition detrimental 
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ft to right—W. T. McNerney, Brown-Camp Hdw. Co., H. J. Strugnell, Rem- 
ington Arms Co., Inc., Jack McNerney, Brown-Camp Hdw. Co. and C. L. 


Reierson, Gilbert & Bennett Mfg. Co. 


to the public interests can be remedied 
without sacrifice of the fundamental 
purpose of said law; to determine what 
reasonable restriction of such destruc- 
tive competition and overproduction 
may be permitted without injury to 
capital, labor or consumer by the ad- 
dition of a clause in the Sherman Act, 
so-called, providing that the words ‘in 
restraint of trade’ wherever used in 
that Act shall be interpreted to mean 
only such restraint of trade as having 
immediate regard for the interests of 
capital, labor and consumer imposes no 
greater restraint upon any party than 
the protection of any other party’s in- 
terest requires; to propose such legis- 
lation as would allow 


(a) The avoidance of wastage of our 
natural resources by permitting 
limitation of production by agree- 
ment. 

(b) The restoration of the natural equi- 
librium of buyer and seller in in- 
dustry by permitting sellers to 
stabilize prices to avoid the waste 
of labor and material and stabilize 
employment and wages. 

(c) The promotion of the public in- 
terest by giving balanced weight 


to the needs of all the elements 
of the public instead of continu- 
ing to overemphasize the consumer 
element. 

(d) The preservation of the present 
needed and intended prohibition 
of our anti-trust laws which pre- 
vent most oppressions and unfair 
trade practices.” 

(Upon motion duly made and sec- 
onded the above resolution was unani 
mously adopted.) 

The matter of the place of meeting 
for the next convention was left in the 
hands of the executive committee, to 
be decided later. 

The nominating committee then re- 
ported, presenting all the association 
officers for reelection. These include 
G. Sumner Wilson, Decatur & Hopkins 
Co., president; Brace Hayden, Dun- 
ham, Carrigan & Hayden Co., first vice- 
president; C. J. Whipple, Hibbard, 
Spencer, Bartlett & Co., second vice- 
president; George A. Fernley, secre- 
tary-treasurer, and Percy F. Hord, as- 
sistant secretary-treasurer. 

After a few remarks by the officers- 
elect, the session and the convention 
was adjourned. 





Manufacturers’ Final Session 


turers was held Thursday morn- 

ing. Secretary-treasurer Charles 
J. Rockwell made his report, which 
follows in part: 

“It was inevitable that there should 
have been some loss of membership, 
but it is worthy of note that almost in 
its entirety the loss has been confined 
to firms who no longer seek distribu- 
tion through hardware channels or have 
merged with other member companies. 


[Tn final session of the manufac- 


Financial troubles account for the bal- 
ance. 

“The peak of our membership since 
the special activities of wartime days 
was recorded in the secretary’s annual 
report in October of 1929, as 358. Si- 
multaneously began the period of de- 
pression not yet ended. Present mem- 
bership totals 310, a net loss of 48; 
13 per cent for the two years, or an 
average of 614 per cent per year. And 
this, in a period marked by vicissitudes 
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Milodern 
homes 


are going 


electric 


Probably your own home is 
no exception. 


You are doubtless using 
many electrical appliances 
purchased within the past 
five years. Like all Americans, 
you appreciate the conven- 
ience, the cleanliness, the 
simplicity and safety, the all- 
over efficiency that electricity 
provides. 


The trend towards electricity 
is becoming more pronounced 
every year. Electric ranges are 
having a splendid business 
this year. Electric ranges are 
in the current of public 
opinion. 

This all has significance to 
hardware merchants. The 
hardware store is a logical 
point of purchase for electric 
ranges. Many hardware mer- 
chants know it. Many others 
are coming to it. 

We should like to explain the 
present situation as it affects 
your possibilities for profit 
in merchandising electric 
ranges. 


Ask for our booklet *‘*What is 


a Hardware Dealer.’ It con-° 


tains facts and experiences 
of other hardware merchants. 
Send for a copy today. 


The 


Standard Electric Stove 


Company 
TOLEDO ” OHIO 





One of the new Standard Electric 

Ranges with automatic oven heat 

control. Catalogue of complete line 
sent on request. 
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Your Jobber 


Klein Pliers—standard with 
master workmen everywhere—are 
backed with the Klein reputation 
of the finest tools that you can 
buy, regardless of price. Klein 
Pliers are made in a wide variety 
of styles to meet every need of 
the skilled workman. It will pay 
you to carry Kleins in stock. 
Check up now and order your 
supply from your jobber. 


Klein Pliers have been the vial. 
ard in public utilities and with 
master workmen “‘since 1857.” ~ 


Mathias & Sons 
E stablshed 18357 


3200 BELMONT AVE., CHICAGO 
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hitherto unparalleled in the history of 
world industry and commerce. 

“Foresight and prudent management, 
without omitting any expenditure which 
would improve service to members or 
reflect upon the prestige of the organ- 
ization, have so conserved our resources 
that the association remains in strong 
financial condition, as the auditors’ re- 
port, later to be submitted, will indi- 
cate. 

“Seeking a cure for the present de- 
pression or a preventative of recur- 
rences, plan after plan has been sug- 
gested by men eminent in government, 
finance and industry. In all which give 
promise of practicability, the trade as- 
sociation is recognized as the voice of 
trade groups and as the only means 
by which these groups may be efh- 
ciently organized and coordinated with 
plans of industrial and commercial 
control of production and distribution 
as well as relations with government. 
labor and the public. Such plans rec- 
ognize that any plan of coordinating 
production and consumption must pro- 
vide for control of the former and thus 
strike at the fetters which have handi- 
capped American industry since the 
enactment of anti-trust legislation. 

“From the chaos of the present must 
emerge new legislation, new policies 
based upon changed conditions which 
will legalize the conduct of business 
along lines which the plain facts of 
economics justify and demand. And in 
this new scheme of things the trade 
association, perhaps recast, inevitably 





will have an important and indispen- 
sable part.” 

Following the report of Mr. Rock- 
well, the association adopted the reso- 
lution concerning anti-trust laws. The 
text of this measure appears below. 

Then came the election and installa- 
tion of officers. A. E. Alverson, secre- 
tary, Greenlee Tool Co., Rockford, IIl., 
was elevated from a vice-presidency to 
the presidency, succeeding J. E. Stone, 
the Stanley Works, New Britain, Conn. 
Vice-presidents, J. P. McKinney, Mc- 
Kinney Mfg. Co., Pittsburgh, Pa., and 
R. G. Thompson, Lufkin Rule Co., 
New York City, were reelected. The 
new vice-president is A. P. Van Schaick, 
American Chain Co., Bridgeport, Conn., 
who has served on the executive com- 
mittee for several years. New mem- 
bers of the latter committee, elected for 
three years are: N. J. Clarke, Repub- 
lic Steel Corp., Cleveland, Ohio; F. M. 
Everett, Columbian Rope Co., Auburn, 
N. Y., and C. L. Reierson, Gilbert & 
Bennett Mfg. Co., New York City. 
Members of the executive committee 
with two years more to serve are Hous- 
ton Dudley, Gray & Dudley Co., Nash- 
ville, Tenn., C. L. Gairoard, J. Wiss 
& Sons Co., Newark, N. J., and J. S. 
Tomajan, The Washburn Co., Chicago, 
Ill. Members with one more year to 
serve are: F. O. Lincoln, Morse Twist 
Drill & Machine Co., New Bedford, 
Mass.; “H. J. Strugnell, Remington 
Arms Co., Inc., New York City, and 
W. R. Hill, Sargent & Greenleaf, Inc., 
Rochester, N. Y. 





The Manufacturers’ Resolution 


HEREAS, We believe that the 

principal cause of the present 
distressed condition of industry is 
the demoralization from _ reckless 
competition occasioned by the inabil- 
ity of competitors to cooperate law- 
fully and effectively not alone in the 
development and use of our natural 
resources, but even more in the gen- 
eral business of manufacture and 
distribution, 

Be it Resolved: That the Officers 
of this Association be instructed to 
send to each member of the Congress 
of the United States our request that 
there be a committee appointed by 
Congress carefully to investigate the 
workings of all phases of our anti- 
trust laws so-called; to determine 
whether the evils of destructive com- 
petition detrimental to the public in- 
terests can be remedied without 
sacrifice of the fundamental purposes 
of said law; to determine what 
reasonable restriction of such de- 
structive competition and over-pro- 
duction may be permitted without 
injury to capital, labor or consumer 


by the addition of a clause in the 
Sherman Act so-called, providing 
that the words “in restraint of trade” 
wherever used in that Act shall be 
interpreted to mean only such re- 
straint of trade as having immediate 
regard for the interests of capital, 
labor and consumer imposes no 
greater restraint upon any party than 
the protection of any other party’s 
interest requires; to propose such 
legislation as would allow: 


(a) The avoidance of wastage of our 
natural resources by permiting limi- 
tation of production by agreement. 

(b) The restoration of the natural equil- 
ibrium of buyer and seller in indus- 
try by permitting sellers to stabilize 
prices to avoid the waste of labor and 
material and _ stabilize employment 
and wages. 

The promotion of the public interest 

by giving balanced weight to the 

needs of all the elements of the pub- 
lic instead of continuing to over-em- 
phasize the consumer element. 

(d) The preservation of the present 
needed and intended prohibition of 
our anti-trust laws which prevent 
most oppressives and unfair trade 
practices, 


(c) 
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were interspersed throughout the 
convention programs. Much of the 
credit for the success of the entertain- 
ment program is due the Ladies’ Re- 
ception Committee, composed of Mes- 
dames W. D. Biggers, Detroit, Mich.; 
M. R. Peck, Pittsburgh, Pa.; C. D. 
Smiley, St. Louis, Mo.; C. R. Watkins, 
Richmond, Va.; C. J. Whipple, Chi- 
cago, Ill., and H. B. Wilson, Chicago, 
Enthusiastic approval was also voiced 
by delegates, guests and visitors for 
the efficient provision that had been 
made by the joint Convention Commit- 
tee for the welfare and comfort of 
those in attendance. The committee 
was composed of J. E. Stone, D. A. 
Merriman, E. R. Swift, C. F. Rock- 
well, G. S. Wilson, C. J. Whipple, J. T. 
Martindale and G. A. Fernley. 
The first social affair followed the 
adjournment of the opening session and 
consisted of an informal reception and 


SS wece in enjoyable social events 


Convention Entertainment Program 


dance in the Red Lacquer Room of the 
Palmer House. 

On Tuesday afternoon the ladies of 
the convention were taken on a motor 
tour which covered the north shore of 
Chicago and other points of interest. 
In the course of the tour, tea was served 
at the Edgewater Beach Hotel. 

Tuesday evening a recital revue pre- 
sented by Gene and Kathleen Lockhart 
in the Red Lacquer Room of the Pal- 
mer House preceded informal dancing 
in the Grand Ballroom. 

Wednesday afternoon ladies of the 
convention were guests at a luncheon 
in the Tea Rooms of Marshall Field & 
Co. Following this, they were taken 
on a personally escorted tour through 
that noted retail establishment. 

The formal reception and ball, which 
was the concluding feature on the en- 
tertainment program, was held in the 
Palmer House Grand Ballroom on 
Wednesday evening and proved to be 
a most enjoyable occasion. 





Department Store Sales 
Declined 14% in September 


Department store sales decreased 14 
per cent in September as compared 
with the same month last year and for 
the January-September period were 9 
per cent lower, based on 513 reporting 
stores in 225 principal cities, the Fed- 
eral Reserve Board announced recently. 

Preliminary figures showed an _in- 
crease from August to September of 
less than the estimated seasonal 
amount. The board’s index, which 
makes allowance both for the number 
of business days for usual seasonal 
changes, was 84 in September on the 
basis of the 1923-1925 average as 100, 
compared with 88 in August and 91 in 
July. 

The Boston Reserve District reported 
sales 2 per cent higher in September 
compared with the same month in 1930 
and a drop of 7 per cent for the nine 
months. In other districts, September 
sales declined as follows: 

New York, 12 per cent; Philadelphia, 
16 per cent; Cleveland, 26 per cent; 
Richmond, 6 per cent; Atlanta, 23 per 
cent; Chicago, 19 per cent; St. Louis, 
21 per cent; Minneapolis, 19 per cent; 
Kansas City, 20 per cent; Dallas, 27 
per cent; San Francisco, 12 per cent. 

For the nine months decreases were: 

New York, 8 per cent; Philadelphia, 
10 per cent; Cleveland, 11 per cent; 
Richmond, 4 per cent; Atlanta, 10 per 
cent; Chicago, 12 per cent; St. Louis, 
13 per cent; Minneapolis, 8 per cent; 
Kansas City, 10 per cent; Dallas, 14 
per cent; San Francisco, 10 per cent. 
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Plumbing and Heating Trade 
Accepts Trade Practice Rules 


(From Our Washington Bureau) 
The plumbing and heating industry 
has accepted trade practice conference 
rules for the industry as finally passed 
upon by the Federal Trade Commis- 
sion. The first group, covering viola- 
tion of the law, relate to breach of 
contract, false branding, selling by false 
means or device, discrimination in 
price, secret payment of rebates and 
selling below cost with the intent of 
injuring a competitor. The second 
group, accepted by the Commission as 
expressions of the trade, cover con- 
tracts as business obligations, false in- 
voicing and distribution among mem- 
bers of the industry of information 
covering past dye accounts. 


Distributor of Enameled 
Ware Agrees to Stop 
Misleading Practice 


(From Our Washington Bureau) 
The words “Stamping” and “Enamel- 
ing” no longer will be used as part of 
its trade name by a distributor-corpo- 
ration engaged in distributing enameled 
ware and specialties for use in hospi- 
tals and sick rooms, according to a 
stipulation it has signed with the 
Federal Trade Commission. The stipu- 
lation also provides that the company 
no longer will apply these words in 
any way which would deceive buyers 
into believing that it owns or operates 
a factory in which the products it 
sells are manufactured. 
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“Red End” on a Hack Saw Blade is 
SIMONDS symbol—a trademark that 
conveys to the industrial world a dis- 
tinective idea of quality in the highest 
degree. It is hardware dealers’ pro- 
tection and a symbol which the trade 
recognizes at a glance. Simonds are 
distinctive in appearance—the only 
Hack Saws that brilliantly flash to the 
consumer the idea of inbuilt quality, 
the make of a world-known saw manu- 


facturer. 


Demand reflects the reason for their 
popularity. Stock SIMONDS RED 
END Blades and you sell Hack Saws at 
a reasonable profit. 


ORDER 
FROM 
YOUR 
JOBBER 


SIMONDS 
SAW ANDSTEELCO. 


“The Saw Maker-” 
Established 1832 Fitchburg, Mass. 
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Why not let 
Duluth help you 
to make your 
business better— 


TODAY... 


Some folks figure that the 
stories we tell about helping 
hardware merchants to get 
more profit out of their busi- 
ness are just too good to be 
true. 

We don’t blame them in the 
face of present conditions but 
really we have the proof to 
back up these steries. 

It’s because we’ve helped so 
many that we feel we might 
help some more. 

Let us help you with your 
sales problems. 


Write for Catalog of Complete Line 


DULUTH 


STORE EQUIPMENT 
DULUTH SHOW CASE CO,DULUTH, MINN 


Merchandising 
Installation 


Business Analysis 
Store Planning 
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Here Is the Hotel 


nearest to the Merchandise Mart and the 
wholesale district . . . on La Salle Street, 
the financial center . . . in the theatre 
district, two blocks from the new Opera 
House . . . and close to the State Street 
Stores. 


Large, light rooms . . . super-comfort beds 
. » « Soft water for your bath .. . silent 
mail signals in each room . . . four distinc- 
tive dining rooms . . . nationally known for 
Good Food. Write for booklet with down- 
town map. 


Rooms with bath, $3.50, $4.00, $4.50, 
$5.00 and $6.00. 








Rooms without bath, $2.50. 


BISMARCK 


HOTEL CHICAGO 
| RANDOLPH AT LASALLE | 
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How Massachusetts Dealer Sells 


Eleetrie Refrigerators 


ERSONAL solicitation, di- 

rect mail followup, news- 

paper advertising and. win- 
dow displays are tied together in 
the sales campaigns used by the 
Bryan Hardware Co., Inc., West- 
field Mass., in its merchandising 
of electrical refrigeration. 
Every week the store has a win- 
dow display showing electric re- 
frigerators, alternating the two 
windows with different models 
up to the 7 cubic foot size. In- 
doors other models are dis- 
played. There are always six 
models displayed in the store, 
which has a display space 30 by 
11 feet. 

Westfield is a town having a 
population in excess of 19,000 
people and is therefore a good 
territory for the carrying of elec- 
trical refrigeration. Every week 
an advertisement illustrating and 
explaining the features of various 


models is carried in a local 
paper, Personal calls have been 
found to be the best method of 
selling electrical refrigeration in 
that particular district. Where 
outside salesmen make the sale, 
the commission is ten per cent of 
the sale price. 

Financing arrangements are 
made with a local banker and the 
customary terms are 20 per cent 
down and the balance in 10 equal 
monthly payments, plus carrying 
charges. The company states 
that those purchasing on a de- 
ferred payment plan pay their 
obligations promptly. 

Newspaper advertising and the 
use of three successive letters 
with manufacturers circular mat- 
ter is found to be the best sales 
aid in merchandising this line of 
equipment in Westfield. 

The Bryan organization has 
sold about 150 units in 5 years. 





‘ Opinions Differ on Effect 


of Wage Rate Reductions 


With a division of opinion as to the 
wisdom of wage rate reductions made 
in the steel and other industries, atten- 
tion now has been directed to the pos- 
sible effect. There are some who be- 
lieve stimulated activity , will develop 
and that a primary move toward restor- 
ation of prosperity has been made. 
Others share with organized labor the 
view that slashing of wage rates means 
further decrease in purchasing power 
of workers, and that consequently re- 
newal of business has been delayed. 

Those favoring lower wages made 
the point that precedent justifies their 
position. They especially referred to 
the pick-up in business in 1921 after 
wage rate cuts had been made. They 
contended that wage rate cuts denote 
conclusively that prices have reached 
bottom and that therefore buyers will 
come into the market, realizing there 
is no advantage in further hesitancy. 
With the buying movement developed, 
they claimed, prices will become sta- 
bilized and not only will the steel and 
other industries which have been oper- 
ating either at losses or without profit 





take on more business and make money, 
but that workers also will benefit. Ref- 
erence was made to the fact that many 
workers were engaged only part time 
and that if business develops they will 
be employed more regularly and hence 
actually their earnings will be greater 
at the lower rate of pay than they were 
at the higher ‘level. 

They also argued that the cost of liv- 
ing has decreased 20 per cent since the 
depression developed almost two years 
ago and, consequently, a wage rate cut 
of 10 per cent still provides them with 
higher standards of living. For ex- 
ample it was stated that if a worker 
were receiving $6 a day his purchasing 
power had grown to $7.50, and if wages 
were cut 10 per cent to $5.40 his pur- 
chasing power is $6.75, or 75c. over 
what it was before costs of living be- 
gan to decline. This was held to be an 
answer to the contention that the cuts 
would reduce the standards of living 
when measured against those in the 
prosperous year of 1929. 

The entire matter, with its varying 
views, again emphasizes the confusion 
of economic thought that has sur- 
rounded and continues to surround the 
prevailing problems. 
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H. B. Ives Issues Catalog 
on Builders’ Hardware 


Catalog No. 16 showing the Ives Build- 
ers’ Hardware line has been issued by the 
H. B. Ives Co., New Haven, Conn. It 
contains more than 160 pages of data 
and illustrations on the Ives line. Il 
lustrations are of large size, many of them 
being of full size. Alphabetical and nu- 
merical indexes are included as well as 
a description of finishes and a key to the 
number system employed. Price book No. 
1, applying to catalog No. 16 has also been 
issued. 





Hoeft & Co. Issues Trade 
Bulletin for Fall 1931 


The fall 1931 trade bulletin showing 
Moe’s line of poultry supplies has been 
issued by Hoeft & Co., Inc., North Chi- 
cago, Ill. Net prices to the trade, speci- 
fications and large illustrations are in- 
cluded in the bulletin. 





Parker Appliance Issues 
Loose Leaf Bulletin 


The Parker Appliance Co., 10320 Berea 
Road, Cleveland, Ohio, has issued bulle- 
tin No. 29, showing Parker condensation 
coils. Specifications and price data are in- 
cluded as well as illustrations. Bulletin 
No. 32 concerning pad tube couplings has 
also been issued as well as bulletin No. 29, 
showing Parker tube fabrication. 





Torchweld Catalog Shows 
Welding Equipment 


Torchweld Equipment Co., 224 North 
Carpenter Street, Chicago, IIl., has issued 
a catalog showing Non-Flash Torchweld 
welding and cutting equipment. Catalog 
illustrates various parts and members of 
the line. One illustration shows the safety 
construction of the line in the form of a 
skeleton diagram. Data shown includes 
list prices and specifications of the various 
items offered. Some of the newer items 
shown are small torches for aircraft, auto 
body and light sheet metal welding and 
torches for use with natural gas. 





1931 Lionel Catalog 
Is Now Ready for Dealers 


The Lionel Corp., 15 East Twenty-sixth 
Street, New York City, 1931 catalog and 
railroad planning book is now available tc 
dealers. It is also being sent to thousands 
of boy users of toy railroads and acces- 
sories. This year’s catalog has 52 pages in 
full color, showing the complete line of 
Lionel train sets and model railroad acces- 
sories. 

The front cover shows Bob Butterfield, 
famous engineer of the New York Central’s 
“Twentieth Century Limited,” with two 
grandsons, examining Lionel’s latest steam- 
type locomotive No. 400E. The inside 
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New Catalogs and Dealers’ Helps 


pages show pictures of some of the many 
engineers of big railroads of the country, 
with their opinions as to Lionel equipment. 
Many new accessories lines and suggested 
track layouts are shown in the booklet. 
Among the famous trains now offered in 
miniature form by Lionel are the “Twen- 
tieth Century Limited”; Chicago, Milwau- 
kee, St. Paul & Pacific’s “Olympian”; 
Pennsylvania Railroad’s “Pennsylvania 
Limited,” and New Jersey Central’s “Blue 
Comet.” 





Sargent & Greenleaf Issue 
Prison Locks Catalog 


Catalog No. 31 has been issued by Sar- | 


gent & Greenleaf, Inc., Rochester, N. Y. 
Bank locks, fireproof combination locks, 
safe deposit locks, vault locks and prison 
locks are illustrated and described as to 
price data, size, finish, etc. 





Trow & Holden Catalog 


Shows Stone Working Tools 


Trow & Holden Co., Barre, Vt., has is- 
sued Catalog No. 8 showing the company’s 
line of stone-working tools. In addition 
to specifications, cost per dozen and list 
prices, the catalog has illustrations of many 
of the items offered. Data as to repair 
costs on various items is given. Weights 
of bar steel and flat rolled steel per lineal 
foot in pounds is also indicated in the 
catalog. Catalog contains more than 40 


pages. 





Sargent & Co. Cards Suggest 
Sale of Brass and Bronze 


Sargent & Co., New Haven, Conn., has 
issued two printed slips with the question 
“Who profits by the use of Steel-Lock- 
Sets?” It suggests the sale of brass and 
bronze, “to everybody’s advantage.” Both 
slips are printed in colors, the smaller one 
being used as.an envelope slip, while the 
larger card is individually mailed to each 
customer. Other messages of similar type 
will also be sent out. 





Dutton Issues Folder 
Showing Organization 
and Plants 


Under the caption “Meet the Dutton Or- 
ganization,” W. M. Dutton & Sons Co., 
Hastings and Omaha, Neb., wholesale dis- 
tributors, has issued a folder showing of- 
ficials, executives and salesmen for the 
firm. The folder also shows offices, dis- 
play rooms and warehouse buildings of 
the organization. Hardware and _ allied 
lines distributed by the Hastings branch 
are enumerated in the folder. 
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Armstrone 
WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 


People no longer haggle over the value of 
coins, and tool buyers—those who buy intelli- 
gently and often, who make your most profit- 
able customers—never question the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 
as the standard—in strength, design, material 


and workmanship, 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 


satisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 












Write for Catalog B-27, 
176 pages of Quality Tools 





There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing! Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales 
ideas that willattract 
women to your store. 


Read the articles that 
frequently appear in 
HARDWARE AGE 
telling how mer- 
chants everywhere 
are gaining this de- 
sirable trade. 


Hardware Age 


239 West 39th St. New York City 





Pexto Hat and 
Coat Hook Boxed 


The Peck, Stow & 
Wilcox Co., South- 
ington, Conn., offers 
this hat and coat 
hook. No. 600 is 
now packed in an at- 
tractive box contain- 
ing 6 hooks. This 
“Pexto” item is made 
to retail for the sug- 
gested price of 6 for 
25c. The hooks are 
finished in dull 


brass. 


Outing Gun 
Cleaner’s Box 
This gun clean- 
er’s box made by 
Outing Mfg. Co., 
Elkhart, Ind., will 
hold cleaning rod, 
supplies, etc. It 
is built of steel, 
with _ electrically 
welded seams, 
finished inside and 
out with black baking enamel. It has automatic snapping 
catch, ring handle and four Compartments. Length is 1514 
in., width is 6 in. and depth is 134 in. Suggested retail sell- 
ing price of box No. 115 is $1.00. It fits into and makes a 
tray for Outing No. 1816 folded construction box, which holds 
seven boxes of 12 gage shells beneath the cleaner’s box. No. 
1816 measures 16 x 614 x 64 in. Suggested retail price of 
No. 1816 and No. 115 is $1.75, as a unit. 


Gold Chevron Hoover 
Vacuum Cleaner 


The Hoover Co., N. 
Canton, Ohio, offers the 
“Gold Chevron” or model 
900 vacuum cleaner, for 
places where a cleaner is 
subjected to unusually 
hard use for a number of 
hours a day. Some fea- 
tures of the new model 
are: rubber coated fan 
and a steel and rubber 
lined fan chamber to re- 
sist the eroding effect of 
grit; all steel ball-bearing 
wheels with replaceable 
soft rubber treads; ad- 
justable brushes in agitator to give doubled brush life; extra 
durable belt for use with automatic release clutch on motor 
pulley and one-piece tubular handle with rubber cover grip. 
Other features are: hardened steel reinforcements at corners 
of main casting and a special soft rubber furniture guard. 
It has a two-speed motor, convenient cam mechanism for 
attaching the bag, a larger top-opening bag and a bag ring 
equipped with a sponge rubber gasket to prevent dust leak- 
age. It has been designed to appeal to better class home 
owners. It replaces the old heavy-duty Hoover model 961 
and offers a saving of nearly $40.00 over its predecessor. 
Suggested retail price is $97.50, in the United States. 
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Cream City “Sky-Test’’ 
Milk Filtering Strainer 


The Cream City “Sky- 
Test” milk filtering strainer 
is a double-duty anti-wash- 
out device for preventing 
“thin spots” on the filtering 
disks and assures uniformly 
clean milk day after day, 
says the maker, Geuder, 
Paeschke & Frey Co., Milwaukee, Wis. Baffle ii is per- 
manently fastened to the disk holder; preventing its loss or 
being left out. Baffle plate breaks the force of the stream 
of milk. Disk holder securely locks the filtering disk against 
the strainer so that not a drop of milk can escape without 
being filtered. Extra heavy rolled reenforcing rim protects 
bottom of strainer. Strainer is designed for 5°4-in. cotton 
filtering disk. No. 14 measures 13 x 10 in. and has a capacity 
of 14 qts. Weight per dozen is 75 lb. No. 12 measures 
125% x 9 in. and has a capacity of 1114 qts. It has no handle. 
Weight per dozen is 42 lb. 
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Sunbeam Notifier 
Electric Clock 


The Notifier 
model Sunbeam 
Eternatime _ elec- 
tric clock _ illus- 
trated is made by 
Chicago Flexible 
Shaft Co., 5600 
Roosevelt Road, 
Chicago, Ill. It is 
a 24-hour alarm 
clock which does 
not need resetting 
once it has been 
set for the re- 
quired rising 
hour. The Noti- 
fier may be set to notify the user at the expiration of any 
period for one minute or three hours, enabling its use for 
appointments, cooking, medicine time, etc. Catalog No. is 
E-39. Suggested retail selling price is $12.50. 








Campbell Hamerlock 
Cotter Pin Hanging 
Display 

This hanging display of 
the automotive kit assort- 
ments of Campbell Ham- 
merlock cotter pins has 
just been announced by 
the American Chain Co., 
Inc., Bridgeport, Conn. 
Dispenser, which is com- 
pact. is equipped with a 
chain. Features of the pins 
are clearly shown. Each 
vender display contains 25 
automobile kit assort- 
ments of Campbell cotter 
pins. Each assortment con- 
tains 100 cotter pins of the 
sizes most commonly used 
on automobiles. Assort- 
ments are put up in a bayonet locked top metal box. 
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PROFITABLE 


for you to sell and for your 
customers to buy 


meager HARDWARE for screens is a 
line you can carry with the assurance 
that its quality will win customers’ good-will and 
future purchases. The wide range described in 
the catalog shown above, will help you to meet any 
demand for screen door and window hardware. 


Write for a copy today. 


THE CHAMPION HARDWARE Co. 
GENEVA, OHIO 


j Ni Hardware 





Makers of 





Since 1883 











J and Profit with 
GeB 
UALITY 
~ Products 


LIGHT 
14-16-18 Mesh 
in all grades 14-16 Mesh 
her the number 
PREFERENCE: Sas meen yr eer, ad he cee 


the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” noone d Walle 


The Gilbert & Bennett Mfg. Co. 


Established 1818 America’s Oldest Woven Wire Factory - Manufacturers 


WIRE CLOTH, NETTING and FENCING 


a Galvanized Steel Wire Cloth in all Meshes and Lauges 


getown, ago 

















Fast and Safe 


A most inexpensive and 
simple elevator to install 
and operate where an elec- 
tric elevatoris not feasible 
— comes sawed, drilled, 4 
fitted ready for anyone 
handy with tools to as- 
semble and install. 


Builders of 














Hand Power 
Light Electrics 
Push Button 
and All Types of 
Electric 

Elevator 
Machines 





WRITE FOR DETAILED INFORMATION ON 


KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


1205-19 Ninth St. Council Bluffs, Ia. 
4AA 








FORSTNER 
Labor Saving 


) AUGER BIT 








Bores Any Arc 
of a Circle 












Many 
New Uses 


The Forstner Frage at Bit, un- 
like other bits, is guided by its 

circular rim d of its center, 
consequently it will bore any arc of 
a circle, and can be guided in any 
direction regardless of grain or knots, 
leaving a true polished surface. Takes 
the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 
and delicate patterns, veneers, screen ‘work, 
scalloping, fancy scroll twist columns, newels, 
ribbon mo! ding and mortising. 

Send for Cotsiogue. 





The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 












Gabby-Goose 


Pull Toy 
All- Fair, Inc., 
Churchville, N. Y., 


makes Gabby Goose, 
No. 282, a pull toy. 
As the toy moves its 
neck goes a_con- 
siderable length and 
it prepares to 
squawk. It lists at 
$1.00 each. Gabby 
Goose is attractively 
colored. 








Remington 16 Gage 
Auto Express Load 


The Remington Arms 
Co., Inc. New York 
City, now offers this 
long range Kleanbore 
Auto Express Load for 
16 gage fans. This shell 
is loaded in the Nitro 
Club brand to a velocity 
in excess of 344 drams 
of smokeless powder with 114 oz. of BB, 2, 4, 5, 6, 7, 714 
or 8 chilled shot. For this 234-in. shell the Remington organ- 
ization claims higher velocity,-denser and more evenly dis- 
tributed patterns, with maximum penetration. In reality it 
is a 12 gage load for 16 gage guns chambered for 234-in. 
shells and especially for the new Remington 12 gage Sports- 
man three shot and the model 11 autoloader 5 shot. These 
are said to be the only guns of this type on the market 
chambered and designed especially- for this new load. The 
load is, of course, designed also for 16 gage double and pump 
guns in good condition intended for maximum loads and 
chambered for 234-in. shells. It is suggested for duck, 
pheasant and any kind of shooting with the 16 gage that 
requires a shell capable of a long range shot at a fast 
moving target. 


Ext 
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Display Board 
for K-Veniences 


The Knape & Vogt 
Mfg. Co., Grand 
Rapids, Mich., offers 
this attractive dis- 
play and a supply 
of booklets entitled, 
“Tidy Clothes Clos- 
ets,” to hardware 
dealers buying a spe- 
cial introductory of- 
fer of K-Veniences. 
The board, which 
measures 29 in. wide 
by 23 in. high, contains one sample of each of the following: 
clothes carrier, hat holder, closet bracket, extension closet 
rod, necktie rack, shoe rack and trousers hanger. Board is 
printed in black and aluminum, which harmonizes with the 
fixtures. It is made of heavy fiber board and has firm easel 
back. Actual photographs showing the articles in use are 
mounted on the board, as shown in the illustration. 
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Gem Leads Because Gem Deserves Leadership 


Clip the Little 
Overhead Bushes mic 


with Gems 





You can depend upon Gem Nail Clippers to 
do their bit. 


Nationally advertised for years . . . quick selling 
. with their smart counter display cards. 

Gems are made for service. Individually 

wrapped in Cellophane to prevent spoilage. 





Gem Retails 
at 50 Cents 


Gem Jr. Retails 
at 35 Cents 


Mounted on Compelling Counter Cards, Gems Sell 
Themselves. 


The H. C. COOK CO., Ansonia, Conn. 








Two Scrapers 
In One... 


The New Improved 
ACME Twin Blade 
Scraper provides two 
sharp cutting carbon steel 
blades in one handy tool. 
Blades are easily removed Be 
for sharpening with small 
fine file and will with- 
stand sharpening over a 
hundred times. 


Note the HANDLE 
GRIP which affords an 
extra firm hold of the 
scraper, enabling user to 
do a good job in quick 
time. 





Sold 
through 
Jobbers. 


Carpenters, 
Floor Layers, 
Painters, 
Woodworkers, 
Shippers, 

and all who 
scrape paint 
and varnish 
need this 
splendid tool. 


Scraper retails profitably 
at 75c. 


Extra blades at 15c. 


Acme Scraper Co. 
Toois and Specialties 
612 Cherry Street 
Philadelphia, Penna. 


Send for 
trade-prices 
now! 














This handy waterproof roll contains 5 Russell Jennings Auger 
Bits, for holes from 4/16 to 12/16 in 2/16 steps; also one Expan- 
sive with large and small cutters, adjustable for all sizes of 


holes from % to 2% inches. 


All are genuine Russell Jennings Bits, taken from regular stock 
the same high grade which has given this brand a quality 


hola for over 75 years! 
Distributed Thru Wholesalers 
THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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Priced Low 
To Make Them Go 


Now Put Up 
In 2 Sizes 


Wilder's Popular Leather Display Cabinets 
‘Junior’ Size — Retail Value $16.50 
“Regular” Size — Retail Value $26.00 


You will find a ready sale for these popular 
leather Half Soles and Strips put up attrac- 
tively in Display Cabinets. 

“LION” Taps and Strips may also be pur- 
chased independent of Cabinets. Good Profit. 


SOLD THRU JOBBERS. Send name of 
your jobber to us and receive FREE a Sample 
Pair of 25 cent “Lion” Taps. 


WILDER & COMPANY 


Manufacturers Since 1877 
1038 Crosby St., Chicago 





























CHRADE ()AFETY 

Push ae 
(ey) 

Gisyerattl! 


<—__ Safety 
Lock) 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 


Eltime Synchronous 
Electric Clock 


The Eltime electric 
clock, made to sell 
for the suggested re- 
tail price of $1.00, 
is of synchronous 
type. It is designed 
to operate on 60 
cycle 100 to 135 volt 
regulated alternating 
current. It has a 6- 
ft. cord with plug. 
Weight in individual 
carton is 15 oz. Size 

















ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 
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Some of the ni made by | 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 
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is 414 x 314 x 21% in. 
The Eltime clock is 
available in green, blue or rose finishes. Clocks are avail- 
able from Eltime Clock Co., Division of The Electric Auto- 
Lite Co., Toledo, Ohio. 


“Whi-Tad”’ Paint Brush Cleaner 


“Whi-Tad,” made by Whiting-Adams Co., Boston, Mass., 
is a brush cleaning solution, ready for use. The maker 
states that it acts quickly and is not injurious to bristles. 
This product is put up in convenient, wide mouthed, glass 
containers in which the brush need only be worked for two 
minutes. Brush is then ready to be rinsed in water and to 
be put away for future use. Solution may be used a number 
of times. Old brushes in whichthe paint has hardened can, 
by means of this solution, be easily made usable. “Whi-Tad” 
may be used for removing paint spots from woodwork and 
glass, brightening dingy floors and cleaning surfaces before 
repainting. It is put up in half-pint and pint sizes and is 
made to sell for the suggested retail price of 15c. and 25c. 
respectively. 













Nesco Electric Casserole 


This Nesco elec- 
tric casserole has a 
porcelain enamel pot 
set into the outer 
body and _ surround- 
ed on the sides by 
the heating units. 
Outside of heating 
units is a 34-in. wall 
of pure mineral wool 
fibre. Bottom has a 
114-in. thick insula- 
tion of the same 
mineral wool. Porcelain enameled cover sets into a de- 
pression or groove formed in the turned flange of the cooking 
pot. Thus the steam condenses and fills the groove where 
the cover is set, forming a perfect seal, which retains the 
natural juices and flavors in the food, says the maker. It 
may be used on dining room table. The Nesco electric 
casserole has a 6-ft cord, a plug for any electric socket and 
a plug for high and low temperature cooking. Wattage is 
325 on “high” and 120 on “low,” 110-20 volts. Pot capacity 
is two quarts, or sufficient for family of eight. Shipping 
weight in carton is 74% lb. Suggested retail selling price is 
$4.95 in Central and Eastern States and $5.50 in Southern 
and Western States. It is available in ivory and brown or 
ivory and green. The maker is the National Enameling & 


























Stamping Co., Milwaukee, Wis. 
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When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 
the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 
prices. 


Never Drip Steel 
Mortar Hods 


These hods are 
made entirely of 
steel with wooden 
shoulder saddle 
and handle. Edges 
are heavily rein- 
forced. The fork 
is pressed from 
heavy gauge steel. 
— only 11 
s. 





THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 


maker for Jobbers. You 
will find a big demand 
from your Retail 
dealer customers 

for this attractive 
Display Rack 
which displays 
the best. selling 
sizes of our Soft 
Copper, Soft Gal- 
vanized. Soft 
Brass and Spring 
Steel Wire in 
handy % Ib. coils. 


Dealers like it 
because custom- 
ers can see at a 
glance the kind, 
size, length and 
price of the wire 
they want. Saves 
time—no cutting. 
Saves money—no 
waste. Sells more 
wire — customers 
buy full-length 
coils instead of a 
few feet. Assort- 
ment and Rack 
shipped Knocked 
Down in Carton. 
We have an in- 
teresting proposi- 
tion for Whole- 

sale Distributors 

who write’ us 

now. 





NEW YORK HOLLIS 





Our Banner Wire Assort- 
ment is a_ real profit 


now Me 
« 2 


IGOE BR 


69 Metropolitan Ave., Brooklyn, N. Y. 
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Manufacturers and Distributors 





NEWARK ASBURY PARK 

















MAKE EXTRA PROFITS 
with GOTTSCHALK’S 


METAL SPONGE 


“The little sponge that does the big job” 


Display this quick and profit- 
able seller and get your share 
of the business we are creating 
by our national advertising. 


Over five million sold last 
year. 


Gottschalk’s METAL SPONGE 
: | is endorsed by more than 25,000 
>" clubs and other women’s organ- 
izations that have tested it and 
/_/ proven its superiority for clean- 
[F | ing and scouring everything. 


= BB Turn this sentiment into sales. 


Send for FREE samples and 
prices TODAY. 







su Retails at 10c and 25¢ 
ec Packed in attractive cartons. 
Metal Sponge Sales Corporation 


John W. G 
2726 Mascher Street Philadelphia 











It’s Not 


fe) 





Friday 
December 


20 


CHRISTMAS 











Have you ever received your HELLE R 


copy of “The Story of Jim 
King?’’ If not, be sure to send 
now. You will be sure to get 
some good merchandising ideas 
and helps for holiday business. 
No cost—no obligation. 10A 














Too Late! 


You’ll be arranging your stock 
for Christmas shoppers in a 
few weeks now. It’s not too 
late to order that Heller Dis- 
play Table if you act promptly. 
You can have as many tablesas 
you will need to help you make 
the most of the holiday rush— 
and pay for them out of in- 
come. Remember—the best dis- 
played items will be the best 
sellers in 1931. Write or wire 
for full information on display 
tables and Heller Payment plan. 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 
New York Office: 20 Vesey St., Suite 500 
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Diamond Rain-spray 
The Diamond Rub- 
ber Co., Inc., Akron, 
Ohio, makes the 
Rain-spray, a sprink- 
ler built right into 
the hose like a tire 
valve at intervals of 
8 to 10 ft. Separate 
metal support slips 
over the spray head, 
to hold it upright while sprinkling. Three of the alates 
are built into a 25-ft. length of garden hose, and five are 
placed in a 50-ft. length. No coupling or uncoupling of 
sprinklers is necessary. Small thumb screw regulates each 


NO W fFor Apple Parers 
e 


We are Head- 
quarters for the 
best selling Apple 
Parers on the 
market — a Parer 
for every need— 
Hand or Power 
operated. 


Model shown is 
our No. 98 Turn 
Table Apple 






















Parer for ALE : , 2 : 
family use. individual spray head, or shuts it off entirely, if desired. 
It does per- When desired, sprinklers can be screwed down and the length 
fect work. of hose used with a nozzle in the end, in the usual way. 
We also 


make larger sizes 
to pare from 10 
bushels per hour, 
by hand, to 20 
bushels per min- 
ute, by motor. 


Hoppe’s Gun Cleaning Pack 


Hoppe’s Gun Clean- 
ing Pack contains 
everything needed by 
a sportsman or hunt- 
er to care for his 
firearms and fishing 
reel, says the maker, 
Frank A. Hoppe, 
Inc., 2314 N. 8th 
St., Philadelphia, Pa. 
When opened, the 
pack may be used 
as a counter or win- 
dow display. It con- 
tains a two-ounce bot- 
tle of Hoppe’s Nitro Powder Solvent, No. 9, for keeping gun 
bores free from destructive leading and for rust proofing, a 
three-ounce can of Hoppe’s Lubricating oil, said to flow freely 
even in temperatures of zero, and a tube of Hoppe’s gun 
grease, gun cleaning patches and a handy 16-page gun clean- 
ing guide. Pack is attractively colored. 


Our line pays a real profit and is carried by lead- 
ing Jobbers. Write for Literature and Prices. 





GOODELL CO., ANTRIM, N. H. 


Mfrs. Paring Equipment Since 1875 


A GOOD GRIP 





























**Tasco”’ Garden Tools 


— LENGTH 36 INCHES 


These ladies’ size 
“Tasco” garden tools 
are packed in cartons 
of a dozen and in 3 
and 4 piece sets, at- 
tractively boxed. 
Garden fork No. 600 
has handle 36 in. 
long and blade 5 x 








WITH SUCTION RUBBERS 


Dispuay signs and other 
objects may be easily at- 
tached to glass or varnish 
surfaces by using Suction 











hanging signs, 
ete. 


Cup 1%” diam. 
with nut and 
bolt. For sure 
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fastening. cles. 
Other Cups 1%” a e : A%° diam. 
with 3/16” 


Send for Complete lll and 
Prices. 


Zee ELASTIC TIP COMPA 
Re ee 


- ~ 


ing heavy ob- 
jects. 


Cup No. 4905. 


Has button for 
attaching  arti- 


ow ATLANTIC AVE. Sa 


MASS. 








Rubber Cups that stick. i, ; ° 
Cup "diam. — Cw, No 4886 3% in. It is made 
expense.” or Good for hold a 








rigidly formed. Gar- 
den rake No. 400 has 


( LENGTH 136 S INCHES 
a head 214 x 4% in. 


and is of 13 gage steel, ribbed for strength. Garden hoe 
No. 300 has blade 4 in. wide and 3 in. deep, with 14-in. shank. 
Blade is of 16 gage steel. Garden spade No. 500 has blade 
4 x 6 in., made of 16 gage steel, properly ribbed for extreme 
strength. The four tools illustrated have 36-in. handles of 
white ash, smooth sanded with shellac wax finish. Blades 
are of high carbon steel. The Akron-Selle Co., Akron, Ohio, 
is the maker. 
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“IT’S COATED” 





No 
Profitable Ny Watering 
Every 
Plant 
Uf Trade 
or Marked 
Easily Guaranted 
Handled to 
Stay 
Attractive Alive 
RO Revolutionary 


There is‘no shrinkage cost in handling Seal Kraft 
rose bushes. If you buy a gross you have a gross 
to sell. Seal Kraft rose bushes are hardy. They 
are alive. They are guaranteed. 


The Seal Kraft process gives you the benefit of 
a revolutionary development in rose bush mer- 
chandising. Write now for additional informa- 
tion on Seal Kraft nursery stock and for a sam- 
ple rose plant. 


bier} C. E. WILSON & COMPANY, Inc. 
Dept. Al Manchester, Connecticut 














TRADE 


>P XCELSION < 


, MARK 


Paint and Varnish Brushes 


are steady, profitable sellers. No wasted 
bristles—they’re set to STAY. No wasted 
material—they hold and spread paint and 
varnish smoothly and evenly without waste. 
A complete line. 


Write your jobber for prices. 


Made by Edward E. Robinson 
347 West Broadway, New York City 


Popular 
Sellers 


Popular 
Prices 























There's Always a 
READY MARKET 


for 
HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts as a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a large part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St. N. Y.C. 











Your Trade Will Buy 


“EVERSHARP” 
SHEARS AND SCISSORS 


Because They Give Satisfaction 
25c. Shears 





No. 104. Flat Pattern Straight Trimmer Shear, 
brightly nickel plated blades. Assorted, Red, 
Orange and Green Enamel Handles. Assem- 
bled with brass bolt = nut. * Six pairs each 
7” and 8” Shears in a box. Doz. 

: $1.85 2 


f.o.b. Factory 


10c. Scissors 








No. 800. Blunt End School Scissor. Ground 

blades. Assorted, Red, Orange and Green 

Enamel Handles, 4” size. 60. Doz. Net. 
Ce ¢. 


o.b. Factory 


EVERSHARP SHEAR CO. 


100 Hicks Street 
BRIDGEPORT 


CONN. 
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LOW PRICED 
FOR HOME NEEDS 


No. 






BLOTORCH 


A new, higher quality and lower priced 
blotorch, made by Turner, is enough informa- 
tion for any hardware dealer to put that item 
in his stock. The No. 30-A Turner is built 
especially to give the occasional blow torch 
user finer blow torch performance than ever 
before. Its price is extremely attractive. Ask 
ye jobber for complete information or write 

irect. 








RASSWORKY ) 











Make Your Wants Known 


If it’s Hardware you have for sale or 
want to buy — make your wants known in 
Harpware AcE, the “News-business” paper of 
hardware retailers and wholesalers all over 
the United States. 





Harpware Ace will bring buyer and seller 
together at minimum cost. 

























Convention Calendar 


AMERICAN ASSOCIATION OF MASTER LOCKSMITHS, Fourth 
Annual Convention, Hotel Stevens, Chicago, IIl., Nov. 2, 
1931. J. Y. Goltz, secretary Chicago Chapter, 2539 Mil- 
waukee Avenue, Chicago, IIl.; Walter S. Orrell, secretary 
Grand Lodge, 206 Pearl Street, New York City. 


CALIFORNIA ReTaIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market Street, San Francisco. 


IpaHo RetaiL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


InDIANA Retart HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


Ituinois RetTatL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiT. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing-director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwarE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


Micuican Retart HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, Marine City. 


Minnesota RetTatL HARDWARE ASSOCIATION CONVEN- 
TIon, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missourt RetaiL HARDWARE ASSOCIATION CONVENTION 
AND ExuHiBiTION, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18,.1932. F. X. Becherer, secretary, 5106 North Broad- 
way, St. Louis. 


MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
Convention, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 


mage, secretary-treasurer, Bozeman. 


MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Col., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Col. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 





Lincoln. (Continued on page 150) 
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HILL Clothes Dryers Are in Demand 


You can sell one to almost every home. Every housewife rec- 
ommends them. More than a million satisfied users. The HILL 
Champion permits housewife to hang every piece without mov- 
ing heavy basket or taking a single step. 

Revolving arms bring every part of drying space within arms 
reach. No props to bother with. No danger of line breaking and 
soiling clothes. Easily erected anywhere. Removable top. Rust- 
proof metal parts. Attractively painted wood parts. Strung with 
best cotton line. 

Three sizes to hold 100, 115 and 150 ft. of line. Other styles for 
lawns, balconies and roofs. 


Liberal profit. 
Hill Clothes Dryers Co., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distributors: Herman Kornahrens, Inc., 111 Murray St. 


Send for folder and prices. 





























Moe’s Five Foot Wire Guard Feeder. 
or without stand. 
Moe’s Big Line of Poultry Equipment. 

Write for new 72-page Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. 


Send for sample order now, or 
write for new low price list to 


Feature 
UNION 
Rubbish Burners 
for Fall Clean-Up 


“@™UNION STEEL PRODUCTS CO..—=—= 


Furnished with 
One Of the many popular items in 


North Chicago, Il. 





602 Berrien Street, F ALBION, MICH. 








Christmas Tool Sets 
- DIAMOND 


Pliers and Wrenches 
























| ALL FOR $1.00 


| DEAL CONSISTS 
6—114 qt. double boilers 


The special green and red 
Christmas carton holds two 
“Motor Special’ Pliers and 
a single end _ adjustable 1 
N wrench. Tools nickel plated 
acne \ and highly buffed. 

_— Y Make a colorful display } 
for your counters and just | 
the thing to supply the gift- 
buyers needs. Decorations 
easily removable for after 
Christmas business. 


DIAMOND CALK HORSESHOE CO. 


4622 GRAND AVENUE, DULUTH, MINN. 


6—31% qt. seamless tea kettles 

6—2 pc. sauce pan sets 6—4 qt. convex cov. pans 

6—6 qt. convex kettles 6—2 qt. coffee percolators 
Bell Bottom Enameled” Ware is new and made par- 
ticularly for electric ranges, but can be used on any 
type stove. Regular U. S. Ivory Triple Coated finish. 


Ask Your Jobber 
UNITED STATES STAMPING CO. 


Quality Enameled Ware 
Moundsville - W. Va. 

















Permanent Protection for 
Fine Guns and Revolvers 


Manufacturers of shotguns, rifles and pistols, and experts who know the 
value of caring for their firearms, always use 


HOPPE’S Nitro Powder Solvent No. 9 


to keep bores absolutely free of leading, powder residue and rust 
HOPPE’S ONE DOLLAR CLEANING PACK, containing Bottle No. 9, Can Lubri- 
cating Oil, Tube Gun Grease, Gun Cleaning Patches and Gun Cleaning Guide, brings 
profits to hardware dealers with constant turnover all year round. 
Jobbers’ inquiries solicited. Dealers should write us for a supply of our 16-page Gun Cleaning 


Guide, imprinted with their names. 
FRANK A. HOPPE, Inc. - 2314-H N. 8th St. - Philadelphia, Pa. 





HOPPE’S One Dollar Pack is 
a fast selling Counter Display. 
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With Fall Housecleaning— 
painting, varnishing and redeco- 


rating of rooms, your customers 
will need 


Moore Push-Pins 


and 
Moore Push-less Hangers 


to hang up their pictures and wall decorations 


Our attractive counter or table displays 
make sales. Order through your jobber. 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia, Pa. 











Means Easy Sales 


KNOWN QUALITY Satisfied Customers 
SHARK BRAND CHISELS 








are made in 
Sweden from fin- 

est Charcoal Steel. 
Sturdy and well made. 
Discriminating workmen ap- 

preciate their known quality. 
Because of their reputation as de- 
pendable ¢ools, they sell with little effort. 
which means sure profits to you. 


Stocked by leading jobbers, or write 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 


TRADE MARK 
Beware 


0 
imitations 








This Flux Sells for Many Uses 


Rubyfluid fluxes solder securely to all 
metals and insures a perfect union 
without causing corrosion. 





is a big seller to Plumbers, Tinsmiths, 
Workers in Brass, Steel and Copper; 
Electricians, Art Glass Workers and 
others. % pt. to 10 gal. can, % bbls. 
and bbls. 

Send for FREE sample and prices. 


THE RUBY CHEMICAL CO. 
68-70 McDowell Street Columbus, Ohio 











rs 


ff i 66 | eA 99 


WELDING COMPOUND 


IS THE BLACKSMITH’S 
BEST FRIEND 
Its Use Enables 
Him to Weld Steel 
as Easily as Iron 
IT HAS NO EQUAL 
Manufactured by 


ANTI-BORAX COMPOUND CO. 
FORT WAYNE, IND. 




















New ENcLaNnD RetaiL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler. 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York State Reta, HarpwareE AssociaTION Con- 
VENTION AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; headquarters, 
Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary, manager, 510 Hills Bldg., Syracuse. 


NortH Daxota RetaiL HarpwaRE AssociaTION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 


Onto HarpwarE AssociATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 


Bank Bldg., Dayton. 


OKLAHOMA RetaiL HARDWARE ASSOCIATION CONVEN- 
TION, Shrine Auditorium, Oklahoma City, Jan. 26, 27, 28, 
1932. Charles F. Nelson, secretary, 207-208 Bloomfield 
Bldg., Oklahoma City. 


Orecon RetTarL HARDWARE AND IMPLEMENT DEALERS’ 
AssocIATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


Paciric NorTHwWEST HARDWARE AND IMPLEMENT Asso- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INC., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearce, managing director, Wesley Building, Philadel- 
phia. 

SoutH Dakota Retart Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. - 


SouTHERN CALIFORNIA RETAIL, HARDWARE ASSOCIATION 
CofVENTION, in conjunction with a Modern Home Show, 
Los Angeles, dates to be later decided. J. V. Guilfoyle, 
secretary, 420 E. 8th St., Los Angeles. 


Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antcnio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 


West VircintA Retart HarpwareE AssociATION Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. 
Clower, secretary, Box 127, Oak Hill. 


WesTeRN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION AND HarpwaRE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Balti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin Reta HARDWARE ASSOCIATION CONVENTION 
AND ExuHIBITION, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay 





Ave., Milwaukee. 
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PELOUZE 
New Household Scale 
DE LUXE 


Capacity 24 pounds by 


ounces. Artistically de- 
signed. Sturdy, compact 
construction. Beautifully 


enameled in the choice of 
several colors. Double up- 
right supports. Invalu- 
able to every household. 
Order early through your 
jobber. 


PELOUZE MANUFACTURING CO. 


232-242 East Ohio Street, Chicago 
Manufacturers of reliable scales for 
many purposes. Send for catalogues. 


Specify ““PELOUZE” in ordering of your jobber 





No. E30—Enamel Dial 
No. G30—Glass Dial 














It Will Save the Doors 


—PHENIX HOLDER 












This strong holder never 
lets go! It solves a prob- 
lem for those who would 
save their garage doors, 
preventing bent fenders 
and broken headlights. 
Phenix Hangers and 
Fasteners for storm 
windows and doors 
are well-studied and 
of better con- 
struction than 
other makes. 


= — 








—with the 
Bull Dog Grip 


PHENIX MFG. CO. # 
1182 E. Center St., 
Milwaukee, Wis. — 
































VVVVVVVVVVVVVVVVVVVY 
Caulking Compound in a New, Handy Tube 


CAULK-0-SEAL 


(Reg. U. 8. Pa. Off.) 
The JUMBO TUBP (containing 1 pint) 
complete with Insert Nozzle and Pressure 
Key meets every need of the small user 
and home owner. No caulking gun neces- 
sary. CAULK-O-SEAL is easy to use, 
non-staining and plastic. It is a quick 
seller, volume builder and profitable item 
to handle. Compound also sold in bulk 
with full line of guns. 
If your jobber cannot supply you, 
write us direct. 


CALBAR PAINT 
& VARNISH CO. 


2622 N. Martha St., Philadelphia, Pa. 
ey Ay fy fy fn hr, Mr, fr, Mr, Mr, dr, 














IMPROVED FOR 1931 


EVEREDY 
SECTIONAL 
RADIATOR 
SHIELDS 


Here is a rea! producer of 
extra profits for the fall and 
winter months—the finest 
low-priced radiator shield on 
the market. Order today 
from your Everedy jobber. 
Or write for new descrip- 
tive literature giving full in- 
formation. Address: The 
ead Company, Frederick, 






































A New Louw-Priced Line 


and— New 
Low Priees 


On ALL lines of 
Outing Tackle and Tool Boxes 


Both Automatic-Cantilever and Hand Operated models. Write 
your jobber, or write us direct for revised price schedule. 


OUTING MANUFACTURING CO., Elkhart, Ind. 
Pacific Coast Representative: McDonald & Linforth, San Francisco, Calif. 




















Colonial Brass or Copper 


FIRESIDE 
KETTLES 


Profitable holiday number. 
Solid Brass or Copper Kettles, 
colonial reproductions. Best 
type of wood holder. Sizes 
from 2 qt. to 40 qt. Wrought 
iron hammered handles. 
With or without 
, iron band. Prompt 
shipments. Write 
for prices. 















The NATIONAL PIPE BENDING CO. 
Est. 1883, 130 River St., New Haven, Conn... 
Kettles—Pails—Dippers 
























The NEW WW FTrnnn 


wa Oe PSU lH 


Wii 


The Can of Extra Value! 


Extra quality steel, extra deep 
improved design corrugations, and 
other advantages assure extra long 
service under hardest usage. Proved 
at Pittsburgh Testing Laboratory 
to be greatly superior to other 
leading makes of cans. 


Send for booklet. 


THE WITT CORNICE CO. 


2114 Winchell Ave., Cincinnati, Ohio 
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; “PATSY-PRIM” for Price ff 
> > 
‘ If you want a long handle dust pan ‘ 
; to attract the eye of the Bargain ‘ 
nf Hunter, here’s the one. Comes in all 4 
? popular colors. Strong in construc- ’ 
; tion—Low in price. ’ 

> 
, CHICAGO OFFICE § 
’ 1498 Merchandise Mart ’ 
2 Ps 

















PATENT NOVELTY COMPANY 


Inc 


FULTON ILLINOIS 





FULL ON LIN 
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Samples of 


CLASSIFIED OPPORTUNITIES 


merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 








POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from pted free of charge; inserted in two 
eonsecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 











GENERALSALES MANAGER 


with successful record in both national and foreign 
markets. Experienced in distribution through branch sales 
offices and warehouses with sales direct to consumer and 
through jobber and dealer outlets. 


Has wide personal acquaintance among jobbers and dealers 
of hardware, mill supplies, paints, auto accessories, show 
findings, industrial plants, railroads, mail order and chain 
stores. 


American, married, age 40, speaks Spanish and Portuguese, 
is analytical and resourceful, knows the practical applica- 
tion of economic research, sales and market analysis,, 
having made such studies for several nationally known 
hardware manufacturers. 


A personal interview may develop some new ideas on your 
present day marketing problems. Am free to go anywhere. 


Address Box No. J-517, c/o Hardware Age, New York City. 

















RETAIL HARDWARE MAN—I5 years’ experience shelf and builders’ 
hardware, paints, tools, plumbing, electrical and factory supplies, would 
like to locate with a progressive dealer in or near New York City. Can 
assume entire responsibility in individual department or entire store. 
Expert knowledge of modern sales and merchandise methods and can 
— sell hardware. Salary no object to start with, until satisfactory 
results are shown. Excellent references. Address Box J-489, care of 
Harpware Ace, New York City. 





EXPERIENCED HARDWARE MAN, forty-two years of age, single, 

r and industrious. Twenty years’ experience in wholesale and retail 

hardware business as manager, buyer and salesman. Want a position of 

responsibility and trust with some reliable firm. Can furnish good refer- 

ences. Moderate salary. Middle West or South preferred. Address Box 
J-462, care of Harpware Ace, New York City. 





WANTED —Dissatisfied Retailers with a real 
business on a LOSS-PREVENTION basis, 
Syracuse, N. Y. 


ambition to put their 
write—Lock Box 383, 





MAN with twelve years’ experience selling stoves and hardware desires 
to change from traveling position to retail store. 31 years of age, married, 
Seven years’ experience managing retail hardware store. Five years’ 
traveling for present employer selling nationally known line of stoves. 
References. Address Box J-494, care of Harpware AGE, New York City. 





SALESMAN—With some 25 years’ retail hardware experience, would 
like to locate with reliable concern in Eastern Pennsylvania, New Jersey 
or New York. Capable of estimating Builders Hardware from_plans and 
specifications and handle department in all details. Address Box J-521, 
care of Harpware AGE, New York City. 





BUILDERS HARDWARE SALESMAN with twenty-five years’ ex- 
perience desires permanent connection with either manufacturer or -pro- 
gressive hardware store with Builders Hardware Department. Familiar 
with Corbin-Russwin and Yale lines. Accurate in take-off of blue prints, 
forty years of age, married, can furnish best of references from architects 
and leading business men of city in which now located. Address Box J-516, 
care of Harpware Ace, New York City. 





WINDOW TRIMMER and SALESMAN. Young Man with thirteen 
years’ experience in retail merchandising and display arrangements, desires 
position with reliable hardware concern. Have followed the hardware 
business since leaving school. Am married man with family. Can furnish 
best references as to ability and character. Available at once. Address 
Box H-104, care of Harpware AGE, 1319 Park Building, Pittsburgh, Pa. 





CAPABLE HARDWARE MAN needs a position. 
Familiar with all branches of business. Over 20 years of hardware as 
salesman and manager. Last 3 years with paint concern. Best of refer- 
ences. New England preferred. Address Box J-523, care of HARDWARE 
Acs, New York City. 


Retail or wholesale. 





CATALOG COMPILER with fifteen vears’ experience with Hardware 
Jobbers and Printer. Have managed Catalog and Advertising Department 
for two Hardware Jobbers; completed unfinished catalogs for two jobbers, 

rs’ as catalog compiler for Printing firm. My character 
and references will bear closest inspection. Address Box J-522, 


care of 
Harpware Act, New York City. 


POSITIONS WANTED 
— Rate, One Cent a Word; Minimum Fifty Words 
Adverti from d free of charge; inserted in twe 
consecutively weekly issues. Bex number address may be used. All replies 
will be forwarded by us post paid. 


MANUFACTURER'S SPECIALTY SALESMAN, married, six years 
with one company covering the wholesale and retail hardware trade in 
Maine, New Hampshire, Rhode Island and Eastern Massachusetts. A-1 
credentials. Address Box J-514, care of HarpwarE AGE, New York City. 


BUSINESS OPPORTUNITIES 

Set Solid, Minimum of Five Limes............ee0ese000- 
Sdach Box Display... csacccccccces 
Four Consecutive Insertions, 10 an Cent Discount 


— 




















WANTED 


We own the patent, machinery to manufacture, and a small stock 
of what is conceded the most unique and reliable door holder for 
garages, office and school buildings, etc., on the market. We need 
an individual, sales agency or manufacturer, alive and up-to-the- 
minute, with capital and ability to take full charge. Will stand 
strict investigation, and offers a big return on your investment and 
secured to your entire satisfaction. Individual preferred with $5,000 
to $10,000 and good credit. Investment will be returned before 
dividends are paid. Address Box No. J-528, care HARDWARB AGE, 
New York City. 














- HELP WANTED 


One Cent a Word; Minimum Fifty Cents per Insertion 
1-Inch Box Display. . ecccccesecs ° $5.00 
Four Consecutive Insertions, of ‘Bex Displays—10 Per Cent Discount 


eeeeeeee cere ereee 





HARDWARE CLERK, experienced, must be a good locksmith and also 
have license to drive auto as at times it is necessary. Only those living 
in or near New York City should apply. Address Box J-524, care of 
HarpwareE AGE, New York City. 


SALESMEN—THREE. Due to expansion, we need three experienced 
salesmen immediately. Must be able to sell hardware, housefurnishings, 
toys, electrical appliances and similar lines to the retail trade in New 
York, New Jersey, Pennsylvania and New England. Position pays straight 
commission to start. Give complete experience and qualifications first letter 
which will be treated confidentially. Applicants should reside within about 
100 miles New York City. Address Box J-520, care of HarpDWARE AGE, 
New York City. 


SALES REPRESENTATIVES WANTED 

Set Solid, Minimum of Five Limes.........sscesvccccccsesesse $3.00 
l-Inch Box Display ...-..--eeeeeceseseesseses ceccceee $5.00 
Four Consecutive Insertions, 10 Per Cent Discount 











SALESMEN now calling on the wholesale and retail hardware and 
paint trade to carry a complete line of “DUO BLADE” SCRAPERS. 
This is one of the finest lines of floor, wood and paint scrapers and it 
is being bought by some of the best accounts in the country. We n 
the services of several hard-hitting specialty men who know how to do 
missionary work with the retailers, who can launch a line and deliver. 
Straight commission contract with full credit on repeat business, Tell us 
about yourself, the lines carried and the actual territory covered. Every 
city and state in the country is open. Address VOSCO TOOL COM- 
PANY, 1625 N. Hancock St., Philadelphia, Pa. 


ROPE SALESMAN WANTED. ire 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 


SALESMEN WANTED: Sideline to sell high grade line toy vehicles 
and specialties to retailers and department stores. Liberal commissions. 
Several states still open. Address Box 511, Sheboygan, Wis. 





100 per cent pure Manila rope, 14c. 
United Fibre 








SAW SALESMEN who have sold for Saw Manufacturers. Complete 
line, full or side-line work. For Consuming, Miil Supply, Hardware Re- 
tailers. Commission, Opportunity far above the average. Address Box 
J-526. care of Harpware AGE, New York City. 





SALESMAN calling on jobbers and retailers, all year staples as a side 
line. 10% commission on sales to Jobbers. 20% to retailers. Address 
Box J-518, care of Harpware Ace, New York City. 





SALESMEN WANTED—To sell 2 Re Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 72% commission on direct or _re- 
peating orders. Write for full details. GRCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 


SALES ACCOUNTS WANTED 

Set Solid, Minimum of Five Limes........ccesesescecssesess 
l-Inch Bex Display.........++++:. o2).6008. 
Four Consecutive Insertions, of Box “Displaye—10 Per Cent 





$3.00 
$5.00 





WILL REPRESENT two or three manufacturers on commission. 
Interested in specialties, cordage, galvanized roofing. Have an office in 
Dallas and am acquainted with both the weeleanlie’ ‘and retail hardware 
trade in Texas, Could act as part time representative. Address Box J-527, 
care of Harpware Ace, New York City. 








MANUFACTURER’S REPRESENTATIVE covering New York and 
Jersey in hardware and housefurnishing field wants additional lines. 
What have you to offer? Address Box J-519, care of Harpware AGE, 
New York City. 
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THE ADVERTISERS INDEX is 


published as .* convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 


(0 allowance will be made for errors or failure to insert. 
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A NEW EDLUND 
? CAN OPENER 


No. 4W-Wall Attached Style Retails for 
No. 4T-Table Attached Style $1.50 


This latest addition to the 
Edlund line of quality prod- 
ucts has many notable im- 
provements — lower priced — 
more compact— more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the y,ue ATTACHED STYLE 
~~ stand- 
WALL ATTACHEDSTYLE ard of 
Wall bracket ie made in . . 
two parts—opener may be quality in 
removal from wall com- : 
pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 
leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 











KIMBALL 
ELEVATORS 


Rugged, compact 
and efficient, these 
light Electrics 
come with frames 
sawed, drilled and 
fitted ready to in- 
stall—low initial 
cost and low up- 
keep. 


Tell us the task 
you wish it to 
perform and we 
will give data 
on machine you 
require. 





KIMBALL ELEVATORS 
KIMBALL BROS. CO. 


. 1205-19 Ninth St. sl 


Council Bluffs, Ia. 
5AA 














Wood 
Screws 


Rivets 
Roofing Nails 
Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Fr » Los Angeles, 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn, 


Seattle 























Here’s the first complete 

line of bottle caps to meet 

every demand of your cus- 
tomers —and a new “trading-up” 
plan to bring you more profits. Ask 
your jobber or write for our latest 
booklet: 


“For More Sales 
and Quicker Turnover” 
HOME USE BRAND RE-LY-ON BRAND 
World’s standard cap Improved indented cap 


PYRAMID BRAND 
The Super Seal—for high pressure sealing 


CROWN CORK & SEAL CO. 


Baltimore, Maryland 
World’s Largest Makers of Bottle Caps 


HARDWARE AGE 











COMPLETE: 


VLCHEK OFFERS VALUE PLUS 
SCREW DRIVERS in EVERY PRICE CLASS 


For purses or uses .. . light, average, or 
heavy ... Vichek offers a screw driver 
of dominating value in every price 

range. / Compare Vichek drivers 
individually or collectively, point 
for point. For sheer value no 

other line of screw drivers on 
the market can match them. 

1 Stock Vichek screw drivers 
and watch them put your 
cash register to work. 
Send the coupon. 


SUPER 
ALLOY 


ALLOY 
HAMMER HEAD 


BUCKEYE 


\ 


A lifelong tool... 
truly the deluxe driver 
of them all. An insu- 
lated, unbreakable, 
TRANSLUCENT handle 
that attracts immediate 
attention. A tough 
alloy steel blade. 
New hardened, 
wrench-grip nut 
below handle, for 
turning rusted screws. 


A driver that sells at 
15c . . . and how it 
sells! Tough, solidly 
moulded insulated 
handle. Friction grip, 
can't slip. Electrically 
tempered steel spring 
blade. One dozen 
assorted sizes. Give 


this one a chance. 


EUCLID 


A representative 
Vichek value of stand- 
ard design. Retails 
at 25c. Heat treated 
tempered blade, at- 
tractively polished all 
over. Nicely finished 
knurled ferrule. The 
finest regular type 
screw driver ever 
sold at this price. 


Made for the fellow 
who gives a screw 
driver hard use. A 
real heavy duty item. 
Chrome nickel alloy 
steel blade extends 
THROUGH handle, 
ending in large 
diameter steel head. 
” Hammer with the head 
- +. you can’t injure it. 
A fast mover at 50c. 


A new and distinct Vichek 
design. Extra large size, 
easy grip handle. A new 
dome type ferrule gives 
unusual reinforcement... 
positively won't came off. 
Ideal for electrical work 

+ no chance for metal 
contact with hand. Cus- 
tomers will like this one 
especially at its low retail 
price of 25c. An extra 
profit margin for you too. 


A truly high quality 
tool. Retails at 40c 
...an astonishing low 
price for such a quality 
item. Chrome nickel 
alloy steel blade, heat 
treated and tempered. 





THE VLCHEK TOOL COMPANY 
3004 East 87th Street, Cleveland, Ohio 


Please send me complete details on the Vichek screw 
driver line. 


The coupon at the right will 
bring you complete details on 
the Vichek screw driver line. 


Send it in now. 


Name 
Address ___ 
Jobber __ 








GUARANTEED TOOLS 
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5 oe can satisfy every customer's requirements from 
the WASHINGTON line of Coal-Wood, Gas and 
Electric Ranges. 

Whether the choice be for the ultra-modern or for the 
old-fashioned types there is a Washington Range at a 
price that enables you to get the business. 

Almost seventy years of manufacturing experience and 
dependable service enable us to offer outstanding values 
in cooking and heating equipment. 











Washington Gas Range in Carrara 

marbie, porcelain enamel finish. 

Ivory with green trim or white 
with grey trim. 











Washington Electric Ranges have 
won wide popularity because of 
their economical operation. 


Send today for the 
Gray & Dudley 150-page Catalog. 








GRAY & DUDLEY COMPANY - - -_ Established 1862 - - - Nashville, Tenn. 


o [J 
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